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14-17  Ass(x;iated  Press  Managing  Editors  Annual 
Conference,  Disneyland  Hotel,  Anaheim, 
Calif. 

17-20  Western  Classified  Advertising 
Conference,  Cheyenne  Mountain 
Conference  Resort.  Colorado  Springs. 
Colo. 

19- 22  Advertising  Media  Credit  Executive  AssiK'iation  International. 

Tropicana  Hotel,  Las  Vegas 

20- 22  International  Newspaper  Group  Conference,  Marriott  Biscayne 

Bay  Hotel,  Miami 

22-24  Society  of  Professional  Journalists  National  Convention,  Sheraton 
Universal  City/Universal  City  Hilton  &  Towers.  Los  Angeles 

26- 28  American  AssiK'iation  of  Independent  News  Distributors  Fall 

Conference,  Golden  Nugget  Hotel,  Las  Vegas 

27- 2  1998  S<x;iety  of  American  Travel  Writers  Convention.  Hyatt 

Regency  Hotel.  Jerusalem.  Israel 

28- 30  New  England  Newspaper  Association  Annual  Fall  Convention, 

Killington  Grand  Hotel,  Killington.  Vt. 

29- 1  AssiK'iated  Collegiate  Press/National  Scholastic  Press  Association 

National  Convention,  Hyatt,  Kansas  City,  Mo. 
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News  World  Conference,  Fira  Palace 
Hotel,  Barcelona 

Audit  Bureau  of  Circulations  Annual 
Conference,  Fairmont  Hotel,  Chicago 
AssiK'iated  Collegiate  Press  National 
College  Media  Convention,  Hyatt 
Regency  Crown  Center,  Kansas  City.  Mo. 


11-13  Fifth  Interactive  Publishing  Europe  Conference,  Zurich 
13-18  Inter  American  Press  Association  .Mth  General  Assembly,  Conrad 
Resort  &  Casino,  Punta  del  Este,  Uruguay 
15-18  Southern  Newspaper  Publishers  Association  Annual  Convention, 
Boca  Raton  Hotel,  Boca  Raton.  Fla. 

18- 21  Suburban  Newspapers  of  America  Classified  Advertising  Managers' 

Conference,  Hyatt  Regency  on  the  River  Walk.  San  Antonio,  Texas 

19- 22  National  Scholastic  Press  AssiK'iation  Fail  High  Schixil  Journalism 

Convention,  Marriott  Wardman  Park,  Washington.  D.C. 


Midwest  Free  Community  Papers  Winter 
Meeting,  Embassy  Suites,  Des  Moines 
Newspaper  Association  of  America 
SuperConference.  Hilton  at  Walt  Disney 
World  Village,  Orlando 
Parenting  Publications  of  America  Annual 
Conference,  Westin  Horton  Plaza,  San 
Antonio,  Texas 
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“The  h^iest 
purpose  of 
journalism  is 
to  give  citizens 
the  information 
they  need  to 
^vern 
themselves.” 


-  Paul  Tash,  St.  Petenhurg  Times 
Executive  Editor  and  Deputy  Chairman 


For  the  third  time  in  four  years,  the 
St.  Petersburg  Times  is  proud  to  bring 
political  debates  to  the  citizens  of  Florida. 
This  election  year,  the  Times  is  producing 
three:  the  U.S.  Senate,  the  Florida 
governor  and  the  Florida  lieutenant 
governor  debates.  Here  at  the  Times,  we 
strive  to  meet  the  highest  standards  of 
journalism  everyday.  It’s  one  more  reason 
why  we’re  Florida’s  Best. 

^tlDctcrsburg  0^tmes 

Florida’s  Best  Newspaper 

www.sptimes.com 


www.medjainfo.com 
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Connecticut  paper 
is  crime  victim 

The  Waterhury  Republican-American 
found  itself  at  the  center  of  its  own  crime 
story  after  someone  mysteriously  walked 
out  of  the  paper’s  offices  with  more  than 
$75,(X)0  in  cash  and  checks. 

Just  past  noon  on  Oct.  12.  the  newspa¬ 
per  notified  police  that  a  bag  containing 
$73,238.28  in  checks  stamped  for  deposit 
and  $2,014.59  in  cash  were  missing. 
Another  $600  in  cash  was  also  taken. 

The  paper  reported  a  bare-bones 
account  of  the  theft  on  the  second  page  of 
the  local  news  section,  and  the  Associated 
Press  picked  up  the  account. 

According  to  sources  inside  and  out¬ 
side  the  newsroom,  the  Republican- 
American  has  security  cameras  and 
guards  at  its  office  on  Meadow  Street. 

The  newspaper  declined  to  give  further 
details  of  the  crime.  In  a  statement,  it 
said,  “Due  to  an  ongoing  investigation, 
we  have  no  further  comment  at  this 
time.” 

Police  have  said  they  do  not  believe  the 
theft  was  an  inside  job. 

Miami  Heraid 
shuts  Tropic 

After  a  death  watch  of  nearly  a  decade, 
the  Miami  Herald  pulled  the  plug  on 
Tropic,  its  Sunday  magazine. 

In  an  announcement  to  staff  Oct.  13, 
the  newspaper  said  the  “editorially  suc¬ 
cessful  but  financially  weak  magazine 
will  cease  publication”  at  an  unspecified 
date,  likely  before  the  end  of  the  year.  It 
was  losing  $2  million  a  year. 

Though  the  shrunken  magazine  had, 
like  Sunday  magazines  in  many  newspa¬ 
pers.  been  a  money-loser  for  years,  exec¬ 
utive  editor  Doug  Clifton  said  Tropic 
wasn't  folding  solely  to  save  money. 

He  said  cutting  costs  was  “a  piece  of 
it,”  but  most  of  the  savings  will  be  rein¬ 
vested  in  the  newspaper. 

In  a  telephone  interview,  Clifton  said 
the  Herald  is  adding  20  pages  a  week  to 
the  news  hole  over  the  next  few  weeks  in 
sports,  business  and  arts.  Beginning  Oct. 
19,  the  Herald  will  publish  a  double 
sports  section  with  the  second  section 
devoted  to  NFL  football,  especially  the 
Miami  Dolphins. 

The  next  day,  the  business  section  will 
get  two  extra  pages  daily,  and  will  have 
its  own  section  front  Tuesday  through 


HOT  TYPE 


Sunday.  Later  in  the  fall,  the  Sunday  arts 
section  is  to  grow  by  four  pages,  the 
Herald  said. 

Tropic's  five  staff  members  will  be 
reassigned,  and  its  most  prominent  writer, 
humor  columnist  Dave  Barry,  will  take  up 
residence  at  the  top  of  Page  2A  in  the 
Sunday  paper. 

In  other  developments,  the  Herald  also 
began  free  distribution  of  its  Friday 
Weekend  section  at  high  traffic  areas  of 
Miami  Beach,  Coconut  Grove  and  other 
restaurant  and  entertainment  areas. 

It  also  merged  its  city  and  state  desks, 
and  its  investigative  team  will  merge  into 
a  metro  desk  under  the  supervision  of 
Mark  Seibel,  who  as  foreign  editor  led  the 
paper’s  Pulitzer  Prize-winning  coverage 
of  the  Iran-contra  affair. 

The  national  and  foreign  desks  like¬ 
wise  merged  to  create  a  “world  desk” 
with  a  “world  editor”  to  be  named  later. 

—  Mark  Fitzgerald 

Tribune  Tower 
to  illuminate 
Oakland  —  again 

The  Tribune  Tower  is  being  brought 
back  into  service  as  an  Oakland,  Calif, 
landmark. 

Built  in  1922  as  the  home  of  the 
Oakland  Tribune,  the  tower  has  been  dark 
since  1992,  when  publisher  Robert 
Maynard,  now  deceased,  sold  the  paper  to 
William  Dean  Singleton’s  MediaNews 


Group,  which  moved  it  to  a  new  location. 

A  real  estate  partnership  has  since 
bought  the  .structure  and  is  renovating  it 
to  provide  commercial  space.  Plans  call 
for  relighting  the  four-sided  clock  on  the 
tower  above  the  Tribune  sign. 

Oakland  Mayor  Elihu  Harris,  a  one¬ 
time  newspaper  carrier,  was  quoted  in  the 
San  Francisco  Chronicle  as  saying,  “For 
years,  more  than  any  other  building,  the 
Tribune  Tower  has  been  the  symbol  of 
Oakland.” 

Junior  Murdoch 
downplays  Web 

The  head  of  News  Corp.’s  Australian 
operations  said  its  newspapers  were  not 
threatened  by  the  Internet,  with  the 
exception  of  classified  advertising. 

“I  think  you  have  got  to  .say  with  clas¬ 
sified  advertising  the  Internet  will  have  an 
effect.”  News  Ltd.  chief  executive 
Lachlan  Murdoch  told  a  news  conference 
after  the  company’s  annual  meeting, 
according  to  Reuters.  “It  is  something  we 
are  very  focused  on,”  he  said. 

However,  he  said  research  showed  the 
Internet  had  affected  TV  viewing  more 
than  newspaper  reading  —  an  issue  TV 
stations  need  to  address  but  haven’t  to 
date. 

“1  think  the  Internet  against  newspa¬ 
pers  will  not  have  an  effect.”  said 
Murdoch,  whose  father,  Rupert,  controls 
the  global  media  company. 


Great  minds  do,  in  fact,  think  alike  —  and  often  predictably  —  as  these  dueling 
New  York  headlines  show,  in  a  not-so-unusual  case  of  identical  headlines  by 
competing  tabloids. 
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Young  Columbus  ’99 
Wants  Newspaper 
Contest  Coordinators 


Seeking  creative,  energetic  representatives  of 
PARADE  and  react  distributing  newspapers  to 
coordinate  local  youth  carrier  and  Newspaper 
In  Education  contests  that  will  reward  outstand¬ 
ing  young  people— between  the  ages  of  1 2  and 
18— with  the  Young  Columbus  ’99  cultural  and 
educational  “adventure  of  a  lifetime”  in  Wales 
and  England. 


Candidates  will  design  contests  that  connect 
the  newspaper  with  young  people. ..screen  all 
finalists  based  on  essays  or  projects,  teacher 
or  customer  recommendations,  and  personal 
interviews. ..and  select  bright,  responsible, 
enthusiastic  YC  ’99  winners. 


YC  ’99  winners  will  explore  Cardiff,  Rhondda, 
Stratford-upon-Avon,  Oxford  and  London  as 
young  ambassadors  of  the  United  States.  And 
YC  ’99  newspaper  contest  coordinators  will 
have  a  positive  impact  on  the  lives  of  young 
people.. .who  will  return  to  their  communities 
with  a  better  understanding  of  themselves  and 
the  world. 

ONLY  THE  ADVENTUROUS 
NEED  APPLY. 


Contact  Liz  Manigan,  VP/Promotion  Director, 
Newspaper  Reiations  @  212-450-7058. 


PARADE /react 


©1998  Parade  Publications,  react  is  a  trademark  of 
Advance  Magazine  Publishers,  Inc. 
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Steffens  takes 
over  E&P  news 
operations 


Brian  L.  Steffens,  a  veteran  metro 
newspaper  editor  and  former  Quill 
magazine  editor,  has  joined  Editor 
&  Publisher  Co.,  where  he  replaces  James 
T.  Robison  as  senior  vice  president/news 
and  editor. 

Robison,  whose  resignation  takes  effect 
Oct.  31,  said  he  has  accomplished  his 
goals  of  reshaping  and  refocusing  news 
operations  and  redesigning  Editor  & 
Publisher  magazine.  The  redesign 
launched  in  mid-September. 

“Now  that  we  have  successfully  laid  the 
foundation  for  a 
‘new’  E&PP  Robi¬ 
son  said,  “it’s  time 
to  move  on.  I  believe 
our  new  approach 
will  ensure  that 
readers  will  increas¬ 
ingly  receive  the 
most  current  news 
and  analysis  in  a 
timely  and  aggres¬ 
sive  manner.” 

Publishers  Chris¬ 
topher  and  Colin  Brian  L.  Steffens, 
Phillips  concur:  “Jim  new  senior  vice 
has  done  a  great  Job  president  for  news 
in  reinvigorating  the 

news  operation  and  we  wish  him  well. 
The  magazine’s  redesign  has  been  an 
immediate  success. 

“Although  Jim  will  be  greatly  missed, 
we’re  excited  to  move  forward  with  an 
editor  who  has  the  depth  and  breadth  of 
experience  that  Brian  brings  to  E&P.  His 
leadership  will  continue  our  momentum  to 
serving  the  industry  better.” 

Steffens’  newspaper  experience  spans 
20  years,  holding  newsroom  management 
positions  at  the  Los  Angeles  Times, 
Orange  County  Register,  San  Diego 
Union,  St.  Paul  Pioneer  Press,  Miami 
Herald  and  Detroit  News.  He  began  his 
career  as  a  reporter  for  the  former 
Ypsilanti  (Mich.)  Press. 

He  left  daily  newspapers  in  1991  to 
become  editor  of  Quill,  the  86-year-old 
magazine  for  Journalists  published  by 
the  Society  of  Professional  Journalists,  the 
see  Staff  Change  on  page  61 


Right-Wing  site 
iures  news  surfers 

Papers  sue  after  scam  draws  surfers  seeking 
newspaper  sites  to  white  supremacist  site 


by  David  Noack 

Web  surfers  expecting  to  see  the 
Philadelphia  Inquirer  or 
Albuquerque  Tribune  online 
were  whisked  to  a  white  supremacist  Web 
site  by  someone  who  registered  all  or  part 
of  the  newspapers’  names  as  Internet 
domain  names. 

At  least  a  dozen  newspapers  were  tar¬ 
geted  the  week  of  Oct.  6  in  a  scheme  to 
use  newspaper  names  to  lure  users  to  a 
white-supremacist  Web  site.  Users  typed 
in  what  they  thought  was  the  URL,  or  Web 
address,  of  a  newspaper  and  found  them¬ 
selves  at  Stormfront.org,  a  self-described 
“resource”  for  “courageous  men  and 
women  fighting  to  preserve  their  White 
Western  culture.”  The  site  has  links  to  for¬ 
mer  Ku  Klux  Klan  leader  David  Duke’s 
home  page,  articles  on  the  failure  of  race 
relations  and  downloadable  Nazi-style 
graphics. 

The  newspapers  responded  quickly 
when  they  found  out  —  from  users  or 
independently  —  about  the  maneuver. 
They  went  to  court  for  injunctions  or  sent 
“cease  and  desist”  letters  to  enforce  their 
trademark  rights. 


Targeted  newspapers  included:  the  San 
Jose  Mercury  News,  San  Francisco 
E.xaminer,  Philadelphia  Inquirer, 
Chicago  Sun-Times,  Atlanta  Constitution. 
Cleveland  Plain  Dealer,  Albuquerque 
Tribune,  Pittsburgh  Post-Gazette,  St. 
Louis  Post-Dispatch,  London  Telegraph 
and  the  Arizona  Reporter,  an  online  news 
site. 

The  newspapers  already  have  domain 
names,  such  as  Philadelphia  Newspapers 
Inc.’s  phillynews.com  and  San  Francisco 
E.xaminer's  examiner.com.  But  the  URL 
variations  included  names  like  philadel- 
phiainquirer.com  and  sanfranciscoexam- 
iner.com. 

The  Chicago  Sun-Times  went  to  feder¬ 
al  court  and  won  a  temporary  restraining 
order.  A  hearing  on  a  preliminary  injunc¬ 
tion  is  slated  for  Oct.  19. 

In  court  documents,  the  Sun-Times  said 
users  informed  the  paper  Oct.  6.  via 
e-mail  and  phone,  to  say  they  had  keyed 
in  what  they  believed  to  be  the  paper’s 
Web  address  but  got  Stormfront. 

The  newspaper-like  domain  names 
were  registered  to  MKM,  P.O.  Box  1253 
in  Suisun  City,  Calif.  One  newspaper 
lawyer  said  the  post  office  box  is  regis- 


The  newspapers,  and  the  registered 
URLs  used  to  reroute  news  seekers 
to  a  white  supremacist  site. 

Chicago  Sun-Times 

hllpi/Avww.chicagDsuntiincs.coni 

Atlanta  Constitution 

http://www.atlantaeonstitulion.com 
Arizona  Reporter  (online  newspaper) 
http://www.arizonareporter.com 

Philadeiphia  Inquirer 

http://www.philadelphiainquirer.com 

Salt  Lake  Tribune 

http://www.saltlaketribune.com 

Cleveland  Plain  Deaier 

http://www.clevelandplaindealer.com 

Edmonton  Sun 

http://www.edmontonsun.com 

St.  Louis  Post-Dispatch 

http://www.stlouispost.coni 

San  Jose  Mercury  News 

http://www.sanjosemercur\’.com 


London  Telegraph 

http://www.londontelegraph.com 

San  Francisco  Examiner 

http://www.san  I'ranciscoexaminer.com 

Pittsburgh  Post-Gazette 

http://www.pittsburghpost.com 


The  operator  of  Stormfront,  above,  says  he  had  no 
role  in  routing  news  seekers  to  his  Hitleresque  site. 
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tered  to  a  woman,  whom  he  declined  to 
name,  and  were  still  trying  to  determine 
whether  she  was  the  person  who  regis¬ 
tered  the  domain  names. 

Don  Black,  45,  of  West  Palm  Beach, 
Fla.,  the  owner  of  Stormfront,  denied  any 
involvement  in  the  routing  high  jinks,  but 
said  he  knew  the  California  man  who  reg¬ 
istered  the  domain  names. 

“I  have  no  control  over  the  domain 
names  or  the  person  who  owns  them,” 
Black  said.  “I've  asked  the  owner  to  stop 
using  the  META  refresh  tags  to  forward 
users  to  my  site,  and  that  request  has  now 
been  honored.” 

Someone  was  directing  users  from  the 
newspaper  domain  names,  which  were 
registered  earlier  this  month,  to  the  white 
supremacist  site  by  using  special  comput¬ 
er  codes. 

Whoever  registered  the  domain  names 
was  banking  people  would  err  on  actual 
newspaper  URLs,  said  Damon  E.  Dunn, 
an  attorney  for  the  Sun-Times  who  spoke 
critically  of  Network  Solutions  Inc.,  the 
Herndon.  Va.,  company  that  registers 
domain  names. 

“Apparently,  all  they  do  is  look  for  an 
exact  match.  They  ask  you  to  make  a  rep¬ 
resentation,  but  they  don’t  check  to  make 
sure  you  exist,  and  they  certainly  don’t  do 
anything  like  a  trademark  search  that  you 
would  expect  from  the  PTO  [Patent  and 
Trademark  Office].  Instead,  if  there’s  not 
an  exact  match,  they’ll  register  the  name  on 
a  first-come,  first-serve  basis.”  said  Dunn. 

NSI  spokeswoman  Cheryl  Regan  said 
the  URL  registration  organization  can’t 
police  trademarks.  Policy  calls  for  issuing 
domain  names  “on  a  first-come,  first- 
serve  basis.”  and  then  processing  conflicts 
when  and  if  companies  “feel  there  is  some 
violation  of  their  trademark.”  Regan  said. 

Sources  speculated  that  registering  vari¬ 
ations  of  the  newspaper’s  domain  names 
was  a  way  to  get  publicity  for  the  contro¬ 
versial  Web  site  and  not  an  effort  to  battle 
over  the  rights  to  the  Web  addresses. 

The  domain  name  registration  process 
has  come  under  attack  from  corporations 
whose  trademarks  —  or  close  facsimiles 
—  have  been  registered  for  a  small  fee  to 
Network  Solutions. 

In  a  cyber-squatting  case  last  year,  a 
Maryland  man  registered  the  masthead 
names  of  the  Los  Angeles  Times, 
Washington  Times,  Chicago  Tribune  and 
the  Tampa  Tribune,  but  there  were  no 
links  to  any  Web  sites.  The  newspapers 
filed  a  trademark  infringement  suit.  The 
case  was  settled  on  two  conditions:  the 
newspapers  got  the  domain  names,  and 


the  man  paid  a  small  amount  of  money  to 
a  charity  chosen  by  each  paper. 

Attorney  David  Bralow,  a  partner  at 
Holland  &  Knight  who  handled  the 
cyber-squatting  case,  said  it  would  be 
impossible  to  register  every  variation  of  a 
trademark  to  prevent  infringement. 

“If  you  put  the  burden  on  the  newspaper 
to  foresee  the  variations,  the  newspaper 
will  always  be  stumped  because  of  the  cre¬ 
ativity  of  those  who  operate  in  this  genre. 
It  is  better  to  rely  on  the  laws  protecting 
against  trademark  infringement,  dilution 
and  unfair  competition,”  said  Bralow. 

Fritz  Byers,  general  counsel  for  Blade 
Communications,  which  owns  the 
Pittsburgh  Post-Gazette  and  Toledo, 
Ohio,  Blade,  said  that  Network  Solutions 
canceled  the  domain  name  registration 
for  pittsburghpost.com  and  the  newspaper 
is  considering  whether  to  register  that 
domain  name. 


Fred  Mann,  general  manager  of  Philly 
Online,  said  the  case  is  a  clear  violation  of 
trademark  law. 

“We  looked  at  it  and  immediately  went 
to  our  lawyers  because  this  is  a  trademark 
name,  and  it  shouldn’t  be  happening,”  said 
Mann. 

Mann  also  questioned  whether 
Network  Solutions  should  be  more 
aggressive  in  notifying  trademark  owners 
of  potential  violations. 

“Certain  addresses  such  as  philadel- 
phiainquirer.com  must  have  been  some¬ 
how  available  for  registration  with  this 
company.  Network  Solutions,  and  so  I 
guess  they  sold  both  the  names.  I  thought 
that  Network  Solutions  had  a  policy  that 
said  if  it’s  obvious  that  somebody  owns 
this  name,  we  won’t  sell  it  to  you,  but  I 
guess  not.  Maybe  you  can  have  it  unless 
somebody  complains,  and  then  we’ll  fight 
it  out,”  said  Mann.  ■} 


CREDIBILITY 


Media  ratings  improve 

Americans  think  reporters  are  doing  a  better 
job  in  checking  facts  and  using  reliable  sources 


by  Joe  Nicholson 

Apparently  reversing  low  media 
credibility  ratings,  a  new  poll  has 
found  most  Americans  now  rate 
coverage  of  the  White  House  sex  scandal 
as  “good”  or  “excellent.” 

Those  who  praise  scandal  coverage 
Jumped  from  36%  last  January  to  52%  in  a 
poll  by  Freedom  Forum’s  Media  Studies 
Center.  It  was  conducted  between  Sept.  25 
and  Oct.  1  and  released  Oct.  8. 

There  were  simi¬ 
lar  Jumps  between 
the  two  polls  among 
those  who  felt  scan¬ 
dal  coverage  was 
based  on  reliable 
sources,  34%  to 
56%,  and  among 
those  who  felt  the 
media  was  carefully 
checking  facts,  30% 
to  54%. 

How  did  media 
go  from  class  dunce 


to  dean’s  list? 

It  may  have  been  timing.  The  January 
poll  was  taken  Just  after  the  scandal 
broke,  and  many  news  reports  were  based 
on  anonymous  sources  about  the  findings 
of  independent  counsel  Kenneth  Stiur. 

The  latest  poll  was  conducted  after 
Starr’s  report  was  released  Sept.  1 1.  pro¬ 
viding  a  document  as  a  source. 

However,  it  may  also  be  that  the  news 
media  improved  after  learning  from  mis¬ 
takes  during  the  initial  feeding  frenzy. 

Last  Jan.  3l,E&P 
surveyed  17  senior 
newspaper  editors, 
who  agreed  they  had 
been  .struggling  to 
maintain  standards. 

When  an  ABC 
television  reporter 
claimed  in  January 
that  a  source  said 
somebody  might 
have  seen  President 
Clinton  engaged  in 
an  intimate  act  with 


Better  Credibility 

Ratings  on  coverage  of 
White  House  sex  scandal 
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intern  Monica  Lewinsky,  many  newspa¬ 
pers  picked  up  the  story  and  at  least  two 
papers  used  the  allegation  as  a  basis  for 
sensational  front-page  headlines. 

But  some  newspapers,  like  the  New 
York  Times,  refused  to  publish  a  second¬ 
hand  story  based  on  someone  else's 
anonymous  source. 

In  an  interview  last  January,  Times 
managing  editor  Bill  Keller  remarked, 
“The  stampeding  herd  has  gotten  so  big 
and  so  ferocious  that  it  requires  a  lot  more 
backbone  to  stand  up  in  a  case  like  this.” 

Last  week.  Keller  said  the  failure  of 
anyone  to  confirm  ABC's  January  story 
“validates  our  initial  care.” 


“I  suspect  the  original  low  ratings  were 
partly  a  bit  of  ‘kill  the  messenger’  syn¬ 
drome,”  said  Keller.  “The  stories  we  were 
reporting  were  so  repulsive  that  some 
readers  may  have  tended  to  include  the 
press  in  the  sense  of  revulsion.  The  second 
thing  is  that  obviously  the  press  did  under¬ 
go  several  months  of  self-examination.  1 
know  here,  anyway,  we  reviewed  and 
reminded  people  about  our  standards  for 
attribution  and  sourcing,  and  where  we 
felt  that  we  had  some  lapses,  we  tried  to 
straighten  up.  And  the  third  thing  is  the 
Starr  report  confirmed  an  awful  lot  of 
what  we  were  reporting  when  the  scandal 
first  broke,  including  some  things  that 
may  have  just  seemed  incredible  to  read¬ 
ers  when  we  first  reported  them.” 

James  O’Shea,  deputy  managing  edi¬ 
tor-news  at  the  Chieago  Tribune,  said 
Washington  reporters  who  “jumped  the 
gun”  last  January  may  have  learned  from 
their  mistakes,  but  he  added.  “You’ll 
always  have  people  who  didn’t  and  who 
repeat  mistakes.” 

The  latest  poll  also  contained  some  crit¬ 
icism.  Nearly  half  (47%)  of  Americans 
said  the  news  media  has  been  unfair  to 
Clinton,  up  from  36%  in  mid-August,  just 
after  his  speech  admitting  a  relationship 
with  Lewinsky. 

As  far  as  the  credibility  of  newspaper 
reporters,  30%  said  they  believed  all  or 
most  of  what  they  report.  That  was  only  a 
slight  3%  increase  from  a  poll  taken  seven 
months  earlier. 

The  credibility  of  newspaper  reporters 
lagged  behind  the  credibility  of  the  clergy 
and  physicians,  as  well  as  local  and  net¬ 
work  TV  news  anchors.  It  exceeded  only 
the  credibility  of  lawyers,  Clinton  and 
radio  talk-show  hosts. 

The  Media  Studies  Center  poll  contact¬ 
ed  a  random  national  sample  of  1,016 
adults  by  telephone  and  had  a  3%  margin 
of  error. 
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FREELANCERS  NEWS 

Writers  union  preps 
iibei  insurance  pian 

Union  says  publishers  forced  the  nnove  by 
pressing  freelancers  to  sign  indemnity  clauses 


by  Randy  Dotinga 

As  newspapers  and  magazines 
increasingly  force  freelance  jour¬ 
nalists  to  assume  legal  liability  for 
their  work,  a  union  of  freelance  writers  is 
planning  to  offer  group  libel  insurance. 

The  National  Writers  Union  —  in  what 
appears  to  be  a  first  —  is  preparing  a  libel 
insurance  plan  for  its  5,000  members.  The 
union  plans  to  send  out  enrollment  pack¬ 
ages  later  this  month  and  to  make  cover¬ 
age  effective  Jan.  I. 

The  move  is  in  response  to  growing 
numbers  of  publications  that  require  free¬ 
lancers  to  sign  contracts  assuming  liability 
for  damages  result¬ 
ing  from  their  work. 

“The  idea  that 
someone  who  got 
S200  to  write  an 
article  should  be 
forced  to  assume 
the  legal  costs  for 
what  might  be  a  bil- 
lion-dollar  media 
conglomerate  is 
pretty  crazy.”  said 
Philip  Mattera,  an 
author  and  NWU 
vice  president.  “But 
that’s  what  the  industry  started  doing.  It’s 
become  an  increasing  problem  for  free¬ 
lance  journalists.  In  many  cases,  it’s  non- 
negotiable.  People  face  the  choice  of  los¬ 
ing  the  assignment  or  taking  on  this 
incredible  potential  burden.” 

The  union  hopes  about  half  of  its  mem¬ 
bers  will  sign  up,  Mattera  said.  Policies 
could  cost  S95  a  year,  depending  on  how 
many  writers  buy. 

Available  through  Lloyds  of  London, 
policies  would  have  a  $5.(K)0  deductible 
and  would  cover  writers  for  up  to  SI  mil¬ 
lion  for  libel.  Coverage  also  includes  inva¬ 
sion  of  privacy,  emotional  distress,  trade 
libel  (i.e.  disparaging  vegetables)  and 
accidental  copyright  violation,  Mattera 
said.  Liability  for  the  union  would  be  lim¬ 
ited  to  $10  million  a  year. 

“We  had  a  number  of  people  tell  us  they 


went  to  insurance  companies  on  their 
own.  and  they  were  cited  policies  in  the 
thousands  of  dollars  per  person  per  year.” 
Mattera  said. 

Since  the  rise  of  Web  publishing,  many 
newspapers  and  magazines  have  added 
“indemnification”  clauses  to  freelance 
contracts.  Some  writers  haven’t  noticed, 
and  some  have  contested  them.  In  general, 
the  clauses  say  the  writer  will  indemnify 
the  publisher  in  case  of  a  libel  suit.  In 
other  words,  if  the  publication  is  sued  over 
the  writer’s  story,  the  writer  is  responsible 
for  legal  costs  and  damages. 

As  E&P  has  reported,  freelancers  at  the 
Atlanta  Journal-Constitution  signed  a 
contract  agreeing  to 
indemnify  the  pub¬ 
lisher  if  the  writer 
violates  the  rights  of 
a  third  party.  The 
Reeorcl  of  Hacken¬ 
sack.  N.J.,  has  a  sim¬ 
ilar  provision.  But 
indemnification 
clauses  are  not  used 
everywhere.  and 
many  small  papers 
use  no  contracts. 

ReeonI  vice  presi¬ 
dent  and  general 
counsel  Jennifer  Borg  was  “extremely 
pleased”  at  news  of  the  insurance  policy, 
and  said  indemnification  clauses  are  a 
necessary  protection.  “There’s  a  lot  of 
oversight  over  employees  that  you  can’t 
exercise  over  stringers,  and  there  may  be  a 
greater  likelihood  of  a  third-party  claim.” 

Jonathan  Tasini,  president  of  the  NWU, 
said.  “This  should  not  be  seen  as  a  way 
out  for  newspapers,  magazines  and  book 
publishers  to  get  away  from  what  was 
their  traditional  responsibility  to  protect 
people  who  work  for  them.”  The  insur¬ 
ance  is  “an  outrageous  comment  about 
how  newspapers  and  magazines  are  treat¬ 
ing  the  people  who  fill  their  pages.”  H 


Dotinga  (rdotinga@aol.com)  is  an 
education  reporter  with  the  North 
County  Times,  Escondido,  Calif. 


“The  fact  that  we’re 
offering  this  should  be  an 
outrageous  comment 
about  how  newspapers 
and  magazines  are 
treating  the  people  who 
fill  their  pages.” 
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WEB  MERGERS 


Web  measurement 
companies  merge 

Union  of  Media  Metrix  and  RelevantKnowledge 
promises  to  ease  problems  measuring  Web  audiences 


by  David  Noack  j 

Trying  to  forge  a  Nielsen-like  ratings  j 
service  for  cyberspace,  two  of  the  [ 
largest  Web  measurement  compa-  | 
nies  —  Media  Metrix  and  RelevantKnow-  i 
ledge  —  have  merged.  j 

The  new  company.  Media  Metrix,  with 
the  slogan,  “The  Power  of  Relevant-  1 
Knowledge,”  wants  to  lead  the  pack  in  j 
online  audience  measurement.  The  merg¬ 
er  is  seen  as  a  response  to  demand  for  more 
accurate  and  reliable  measurement  of  Web 
audiences  —  the  lack  of  which  is  an  obsta¬ 
cle  to  attracting  online  advertising.  The 
partners,  which  had  used  different  methods 
to  measure  Web  site  traffic,  intend  to  settle 
on  a  single  gauge  for  tracking  cybersurfers. 

Online  newspapers  and  news  Web  sites 
stand  to  gain  from  a  standard  barometer. 
Such  a  measurement  would  bolster  adver¬ 
tiser  confidence  in  the  number  of  people 
being  exposed  to  marketing  messages  and 
allow  audience  comparisons. 

According  to  Forrester  Research,  a 
consulting  firm  in  Cambridge,  Mass., 
online  ad  .spending  will  exceed  $15  bil¬ 
lion  worldwide  in  2003,  up  from  the  $1.5 
billion  projected  for  this  year. 

Rich  LeFurgy,  president  of  the  Internet 
Advertising  Bureau,  said  the  merger  is 
another  step  toward  a  consensus  on  volun¬ 
tary  industry  guidelines.  “This  is  a  tremen¬ 
dously  important  s*  'ppingstone  for  the 
industry,”  he  said.  “Not  only  will  we  get  the 
benefit  of  the  combination  of  brainpower 
and  experience,  we’ll  also  get  greater 
resources  that  can  help  solve  the  vexing 
problem  of  measuring  business  usage 
behind  firewalls.  This  is  essential  since  the 
Internet  has  created  a  whole  new  way  to 
reach  consumers  and  businesspeople  dur¬ 
ing  the  day.  and  it's  really  hard  to  measure 
with  corporate  security  restrictions.” 

The  company  will  sample  an  audience 
of  roughly  4(),(KX)  users  using  software 
that  tracks  URLs  visited.  Information 
from  the  sample  audience  will  be  avail¬ 
able  monthly,  weekly  and  in  real-time. 
“The  merger  creates  a  company  that 


answers  the  indu.stry’s  need  for  a  single, 
accurate  and  reliable  standard  in  Internet 
audience  measurement.”  said  Mary  Ann 
Packo,  president  of  Media  Metrix.  “Such 
a  standard  is  necessary,  as  the  industry  has 
acknowledged  that  audience  measurement 
is  the  driving  force  of  Internet  growth.” 

At  an  August  conference  convened  by 
Procter  &  Gamble  in  Cincinnati  to 
address  online  marketing,  the  main  con¬ 
cern  among  Web  sites,  advertisers,  agen¬ 
cies  and  measurement  companies  was  the 
need  for  a  standard  measurement  process. 

In  addition  to  audience  measurement 


services,  proprietary  online  services 
(such  as  America  Online),  and  other 
hybrids  (such  as  PointCast  and  Juno),  the 
company  plans  new  services  for  e-com¬ 
merce,  local  market  ratings  and  analysis 
of  fast-breaking  events. 

The  two  merged  companies  have  more 
than  250  clients,  including  Microsoft, 
AOL,  Intel,  IBM,  GM,  Yahoo!,  Netscape, 
Excite,  CNN,  Walt  Disney,  Amazon.com, 
ad  agencies,  financial  institutions  and 
technology  companies. 

Still,  not  everyone  is  convinced  that 
audience  measurement  is  the  biggest 
advertising  problem  on  the  Net.  Eric  K. 
Meyer,  an  online  consultant  and  associate 
professor  at  the  University  of  Illinois  at 
Urbana-Champaign,  said  the  problem 
isn't  measurements,  but  with  how  the 
results  are  viewed.  “Most  online  advertis¬ 
ing  is  simply  not  effective,”  he  said. 

“Advertisers  and  publishers  persist  in 
regarding  online  as  a  direct-response 
sales  medium  when,  in  fact,  it  may  be 
much  better  suited  as  a  marketing-com¬ 
munications  image  medium.” 


Marriage  of  direct 
maiiers,  Web  marketers 

In  a  mixing  of  media,  marketing  groups 
join  the  forces  of  the  post  office  and  Internet 


by  Rob  Lenihan 

The  Direct  Marketing  Association 
took  over  the  Association  for 
Interactive  Media  last  week. 

;  The  merger  combines  the  largest  trade 
!  association  for  direct  marketers  with  the 
i  largest  trade  association  for  Internet  mar- 
I  keters.  Plans  call  for  AIM  to  operate  as  a 
1  DMA  subsidiary. 

j  You  could  call  it  a  May-September 
j  marriage,  or  a  union  of  David  and 
J  Goliath:  DMA  is  81  years  old,  AIM  is  5; 
i  DMA’s  annual  budget  is  about  $31  mil- 
I  lion,  AIM  spends  slightly  over  $  1  million. 

'  What  the  merger  means  for  newspapers 
is  unclear.  Bob  Wientzen,  DMA’s  presi- 
dent  and  CEO.  said  direct  marketers  are 
bringing  more  subject-related  content  to 
their  Web  site  catalogs.  “A  lot  of  folks 
j  involved  in  food  and  cooking,  for  exam- 
!  pie,  are  bringing  more  content  in  forms  of 
recipes,”  he  said.  “It’s  less  expensive  than 
!  ink  on  paper,  which  takes  up  another  page. 


The  cost  of  bringing  editorial  along  with 
the  effort  to  sell  is  much  more  reasonable 
and  many  of  them  seem  to  be  doing  it.” 

He  said  that  the  interest  in  content 
could  provide  an  outlet  for  newspapers  to 
provide  content  to  catalogs  in  the  future. 
“Newspapers  are  looking  for  ways  they 
can  participate  in  (the  Internet)  in  a  more 
aggressive  way,”  Wientzen  said.  “1  frankly 
think  newspapers  are  struggling  to  come 
up  with  the  right  business  model.” 

He  said  newspapers,  like  many  other 
businesses,  “are  going  to  find  the  Internet 
an  attractive  place  to  be,  but  not  an  easy 
one  to  figure  out  a  business  model  that’s 
profitable.” 

DMA’s  members  include  such  compa¬ 
nies  as  IBM,  Dell,  Time.  Microsoft, 
McGraw-Hill  and  several  newspaper  com¬ 
panies.  Wientzen  noted  that  a  seminar  dealt 
with  marketing  newspaper  subscriptions. 

AIM’s  Web  site  members  include  the 
New  York  Times,  Hearst’s  new  media  unit 
and  Time  Warner  Cable. 
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//  “Not  only  did  I  get  to  sharpen  my  copy  editing  skills,  but  the  class  was  a 
wonderful  forum  to  discuss  the  daily  mayhem  a  copy  editor  faces.  1  really 
had  a  good  time  and  learned  a  lot.  In  fact,  I’m  sad  it’s  coming  to  an  end 
so  quickly.”  Sarah  Shrode,  Palladium  Item,  Richmond,  Indiana  im 

“These  seminars  are  invaluable  to  people  living  out  of  reach  of  traditional  iM 
teaching  methods.  My  newspaper  is  so  pleased  with  the  suggestions  iM 
I  have  already  made  based  on  information  learned  during  iM 
these  two  seminars  that  I  wc^uldn’t  hesitate  to  enroll  iM 
for  another.”  Jane  George-John,  Antigua  Sun,  iM 
St.  John’s,  Antigua  iM 


11690 

Sunrise  Valley  Drive 
Reston.VA  20191 


The  American  Press  Institute,  the  nation’s  oldest  and  largest  center  for  newspaper 
training,  brings  skills  development  to  your  desktop  via  the  Internet.  Led  by  industry 
professionals,  you’ll  share  with  peers  in  an  intensive,  interactive  learning  experience. 
Work  at  your  own  pace,  anytime,  anywhere.  We  offer  programs  for  reporters,  copy  editors, 
circulation  supervisors,  and  marketing  and  advertising  personnel  and  others  throughout 

the  newspaper  environment. 

Make  the  connectic^n  to  professional  development  today. 


Seminars  begin  January  18,  1999 

For  more  information  check  out  our  Web  site  at  www.apixl.org 
Telephone:  (703)  620-361 1,  Fax:  (703)  620-5814,  e-mail:  api@apireston.org 
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Court  favors  Detroit  dailies 

Appeals  panel  agrees  that  papers  need  not  seek  approval  for  changes  in  JOA 


by  Mark  Fitzgerald 

In  a  ruling  that  could  have  wide  applica¬ 
tion  among  newspaper  joint  operating 
agreements,  a  federal  appeals  court 
upheld  a  ruling  that  papers  do  not  have  to 
get  federal  approval  whenever  they  alter 
their  JOA. 

At  issue  in  the  three-judge  panel’s  rul¬ 
ing.  released  Oct.  9.  was  the  JOA  that  took 
the  most  tortured  route  to  approval  and 
was  easily  the  most  controversial:  the 
merger  of  business  and  production  opera¬ 
tions  by  Knight  Ridder's  Detroit  Free 
Press  and  Gannett  Co.’s  Detroit  News. 

A  group  of  civic  and  political  leaders 
who  support  the  six  unions  that  began  a  19- 


month  strike  in  July  1995  sued  the  news¬ 
papers  and  their  joint  agency,  Detroit 
Newspapers,  alleging  they  violated 
antitrust  law  by  printing  a  combined  edition 
during  the  first  nine  weeks  of  the  strike. 

The  plaintiffs  —  including  Detroit’s 
late  Mayor  Coleman  Young  and  City 
Council  president  Maryann  Mahaffey  — 
claimed  the  1989  agreement  approving 
the  JOA  required  the  papers  to  get  explic¬ 
it  U.S.  Justice  Department  permission  to 
print  combined  editions  aside  from  those 
published  every  Saturday  and  Sunday  and 
on  major  holidays  such  as  Christmas  and 
Thanksgiving. 

Detroit  Newspapers  contended  they 
fulfilled  the  law  by  notifying  the  Justice 


Department  in  1992  of  plans  to  publish 
combined  editions  in  the  event  of  a  strike. 
The  notice  attracted  virtually  no  public 
attention. 

In  April  1 997,  U.S.  District  Judge  Daniel 
O’Meara  ruled  that  Detroit  Newspapers  did 
not  have  to  seek  approval  for  every  JOA 
change.  He  also  said  the  combined  editions 
during  the  strike  served  the  public  interest 
by  providing  readers  with  a  wider  variety 
of  news  than  would  have  been  available  if 
one  or  both  papers  had  been  shut  down. 

The  appeals  court  affirmed  that  deci¬ 
sion  and  ruled  that  the  plaintiffs  had  failed 
to  show  that  the  newspapers  were  likely  to 
publish  combined  weekday  editions  in  the 
near  future.  Hi 


Newsday  to  launch 
Spanish  newspaper 


by  Robert  Neuwirth 

Seeking  to  tap  into  New  York  City’s 
growing  and  increasingly  affluent 
Hispanic  community,  a  Newsday 
subsidiary  is  mapping  plans  for  a  week¬ 
day  Spanish-language  newspaper  in  con¬ 
junction  with  a  New  Jersey  Hispanic 
weekly. 

Called  Hoy  —  “Today.”  in  Spanish  — 
the  new  paper  will  be  run  from  the  Union 
City,  N.J.,  home  of  Newsday's  joint-ven¬ 
ture  partner,  AI  Holding  Corp.,  publisher 
of  El  Espeeial.  which  is  distributed  in  the 
tri-state  region.  El  Especial  publisher 
Antonio  Ibarria  Sr.  will  be  Hoy's  pub¬ 
lisher. 

New.sday's  shopper  and  delivery  opera¬ 
tion,  Distribution  Systems  of  America, 
said  it  plans  to  sell  Hoy  at  more  than  6.(KX) 
newsstands. 

In  addition  to  original  articles  and  wire 
copy.  Hoy  will  have  the  right  to  use  trans¬ 
lated  New.sday  news. 

A  spokeswoman  could  not  provide 
details  on  page  count,  cover  price,  initial 
press  run  or  launch  date. 


Times  Mirror’s  New.sday  spent  months 
courting  Latin  Communications,  parent  of 
El  DiariolLa  Prensa,  the  city’s  51.000- 
circulation  Spanish-language  daily,  but 
talks  fell  apart  in  early  October,  press 
accounts  said. 

The  Los  Anyeles  Times,  also  owned  by 
Times  Mirror,  owns  a  49%  stake  in  La 
Opinion,  the  102.000-circulation  Spanish- 
language  daily  based  in  Los  Angeles.  The 
Times  killed  its  own  Spanish-language 
weekly,  Nuestro  Tiempo,  in  1995. 

New.sday's  bid  for  Hispanic  readers  is 
“a  recognition  of  some  of  the  changes  that 
are  going  on  in  almost  every  major  metro¬ 
politan  market,”  said  newspaper  analyst 
John  Morton. 

The  New  York  Daily  News  pulled  the 
plug  on  its  El  Daily  News  in  December 
1995  after  only  five  months. 

Attacking  an  entrenched  paper  like  El 
Diario  is  “a  difficult  thing  to  do  without 
losing  money,”  Morton  said.  “Buying  it 
would  have  been  cheaper.  But  they  have 
the  belief  that  it’s  not  something  they  can 
ignore.  This  is  probably  the  second-best 
thing.”  Hi 
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World  press  ethics 
code  advances, 
despite  protests 

By  next  summer,  the  World 
Association  of  Press  Councils  expects  to 
draft  an  international  code  of  ethics  “for  a 
free  and  responsible  press.”  and  to  pro¬ 
pose  a  world  press  council  to  enforce  that 
code. 

Over  the  strong  objection  of  free- 
press  organizations  —  and  despite  the 
boycott  of  U.S..  U.K.  and  other  Western 
press  groups  —  the  WAPC  met  in 
Istanbul,  Turkey,  and  authorized  leaders 
from  press  councils  in  Australia.  Turkey 
and  Egypt  to  develop  by  June  1999  an 
international  press  ethics  code  and  to 
report  on  “the  feasibility  of  establishing 
...  a  voluntary  mechanism  for  the  medi¬ 
ation  and  resolution  of  transnational 
complaints  (about)  the  conduct  of  the 
media.” 

U.S.  press  groups  fear  the  code  and 
committee  would  be  used  by  authoritar¬ 
ian  governments  to  justify  restrictions 
on  news  gatherers  and  news  reports. 
The  code  “is  wrong  in  principle,  impos¬ 
sible  to  formulate  and  impossible  to 
apply,”  said  former  journalist  Claude 
Moisy,  Unesco’s  representative  at  the 
meeting.  Hi 
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Application  Deadline  December  1,  ^998 


Invest  a  few  weeks  next  year  in  NAA  Foundation  s 
McCormick  Fellowship  program.  The  Robert  R. 
McCormick  Tribune  Foundation  is  offering 
educational  fellowships  to  people  of  color  to  ^ 
help  lead  the  media  in  a  changing  future. 

Position  yourself — or  one  of  your 
employees — at  the  forefront. 

A  The  program  is  open  to 
African  American,  t 

Latino,  Native  ^ 

American  or  Asian  JB 

American  executives. 

A  Fellows  must  have  10  years 
experience  in  the  news  business 
and  be  assistant  managing  editor 
or  higher  at  a  newspaper  or  the 
equivalent  at  a  broadcast 

▲  Fellowship  packages  cover 

tuition  and  all  travel-related  Mm 

expenses  to  one  of  three  r  ^ 

outstanding  executive  |  'f 

educational  programs. 


McCormick  Fellowship 
NAA  Foundation 


Intrigued?  The  Robert  R.  McCormick  Tribune  Foundation  has  partnered  with  the  Newspaper  Association 
of  America®  Foundation,  New  Directions  for  News,  the  Newspaper  Management  Center  and  the  National 
Association  of  Broadcasters  to  deliver  this  program.  For  more  information  contact  Mary  Arnold 
Hemlinger,  McCormick  Fellowship,  NAA  Foundation,  1921  Gallows  Road,  Suite  600,  Vienna,  VA  22182. 
Phone  (703)  902-1729,  Fax  (703)  902-1735,  e-mail  arnom@naa.org 
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Newspapers  post 
strong  3Q  profits 


Newspaper  profits  in  the  third 
quarter  advanced  strongly  even  as 
the  pace  of  growth  slowed 
sharply.  Publicly  traded  newspaper  com¬ 
panies  reported  hefty  profit  hikes  from 
newspapers,  while  broadcast  earnings 
declined. 

“I've  been  pretty  impressed,”  said 
Michael  Beebe,  Goldman  Sachs  analyst. 

it’s  not  an  easy  operating  environment 
right  now,”  Beebe  said.  “Yet  newspaper 
segments  performed  particularly  well 
given  the  fact  that  growth  is  slowing. 
They’ve  managed  to  control  costs.” 

Nonetheless,  newspaper  stock  prices 
may  slide  further  —  despite  earnings 
gains  —  because,  Beebe  said,  “The  mar¬ 
ket’s  more  focused  on  whether  there’s 
going  to  be  a  recession  next  year. 
Investors  aren’t  looking  in  the  rearview 
mirror.” 


GANNETT 

Gannett,  the  nation’s  largest  newspaper 
company,  reported  net  earnings  of  $176.5 
million  in  the  third  quarter,  up  15.8%,  on 
$1.2  billion  in  revenues. 

The  company’s  75  newspapers  posted 
operating  income  of  $248.7  million,  up 
14.2%,  on  revenues  of  just  over  $1  billion. 
Advertising  revenue  Jumped  5%,  as  ad 
volume  increased  7%. 

The  company  said  strong  classified 
demand  enhanced  newspaper  earnings. 
Gannett’s  newspaper  operating  margin 
was  24.6%. 

At  USA  Today,  ad  volume  slipped  a 
hair,  but  revenues  were  up  4%. 

Gannett’s  broadcast  operations 
declined  modestly  in  the  quarter.  The 
company  cited  the  strike  at  General 
Motors  for  eating  into  TV  advertising  rev¬ 
enues. 


NEW  YORK  TIMES  CO. 

The  New  York  Times  Co.  posted  record 
third-quarter  net  income  of  $55  million, 
up  18.9%  from  1997.  Revenues  were 
down  a  fraction  to  $682.7  million,  but. 
excluding  divestitures,  revenues  inched  up 
1.9%. 

Times  Co.  newspapers  earned  $98.1 
million,  up  13%,  on  revenues  of  $615.2 
million  —  lifting  the  profit  margin  to 
15.9%.  Losses  at  new  ventures  —  includ¬ 
ing  newspaper  Web  sites  —  rose  66%  to 
$3.1  million. 

Daily  circulation  rose  a  hair  at  the  flag¬ 
ship  New  York  Times,  but  Sunday  circula¬ 
tion  fell  by  2.3%.  Boston  Globe  circula¬ 
tion  slipped  daily  and  Sunday. 

Times  ad  revenues  rose  4.6%  daily, 
nearly  8%  Sunday.  Globe  ad  revenue 
edged  up  a  mite  daily,  2.9%  Sunday. 

The  21  regional  papers  reported  ad  rev¬ 
enues  increased  4.6%  daily,  and  6.1% 
Sunday. 

The  company  reported  softening 
September  advertising  at  its  metro  papers: 
linage  down  4.4%  at  the  Times,  1%  at  the 
Globe.  Both  reported  double-digit  drops 
in  classified  and  sharp  retail  declines, 
though  quarterly  ad  volume  rose  a  pinch 
at  both  papers. 


ExSP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

10/14/98 

10/7/98 

10/14/97 

■ 

10/14/98 

10/7/98 

10/1^9^ 

A.H.  Belo  Corp.  (NY)+ 

14.563 

16.125 

24.531 

i  McClatchy  Co.  (NY) 

27.375 

27.875 

34.500 

American  Media  Inc.  (NY) 

4.375 

4.625 

8.563 

Media  General  Inc.  (AM) 

34.688 

35.500 

43.000 

Central  Newspapers  Inc.  (NY) 

56.125 

56.438 

74.375 

New  York  Times  Co.  (NY)+++ 

22.250 

23.563 

27.063 

Dow  Jones  &  Co.  Inc.  (NY) 

42.813 

44.313 

46.813 

News  Corp.  Ltd. 

23.188 

22.500 

20.250 

E.W.  Scripps  Co.  (NY) 

39.313 

40.000 

43.000 

!  Pearson  Ltd. 

15.250 

15.625 

8.190 

Gannett  Co.  Inc.  (NY) 

51.563 

49.938 

55.250 

i  Pulitzer  Publishing  Co.  (NY) 

65.500 

68.875 

57.625 

Gray  Comm.  Sys.  (NY) 

16.938 

17.750 

17.792 

Quebecor  Inc.  Class  A 

17.500 

17.750 

22.375 

Harte-Hanks  Inc.  (NY)++ 

20.375 

18.938 

37.875 

Sun  Media  Corp.  (TSE)# 

8.800a 

8.900a 

N/A 

Bollinger  International  (NY) 

12.375 

12.438 

13.688 

Thomson  Corp.  (TSE) 

35.300a 

33.500a 

34.350a 

Journal  Register  Co.  (NY) 

13.750 

14.125 

19.000 

1  Times  Mirror  Co.  (NY) 

51.000 

50.563 

57.125 

Knight  Bidder  (NY) 

42.375 

41.938 

56.563 

;  Tribune  Co.  (NY)## 

49.188 

46.750 

53.750 

Lee  Enterprises  Inc.  (NY) 

23.000 

23.938 

29.438 

Washington  Post  Co.  (NY) 

484.875 

498.313 

464.125 

#  Initial  public  offering  completed  on  12/15/97 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

#  Adjusted  for  2-for-1  stock  split 


Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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SCRIPPS 

Cincinnati-based  E.W.  Scripps  Co.  reported  third-quarter  net 
earnings  fell  25%  to  $26.1  million,  as  revenues  grew  209^  to 
$343.4  million.  But  comparisons  were  skewed  by  a  one-time 
gain  during  third-quarter  1997.  Excluding  the  gain  —  the  result 
of  a  newspaper  swap  —  net  income  declined  5%  from  last  year. 

Scripps'  newspaper  holdings  boomed  —  posting  operating 
income  up  36.2%  to  $47.8  million,  as  revenues  rose  4.4%  to 
$214.4  million,  an  operating  margin  of  22.3%. 

"Our  newspapers  continued  to  perform  admirably,  posting 
solid  revenue  gains  and  prudently  holding  the  line  on  costs." 
CEO  William  R.  Burleigh  said. 

Scripps’  broadcast  TV  operating  earnings  declined  26.4% 
to  $14.3  million,  due  to  poor  ratings  for  the  ABC  network. 
Losses  on  cable  TV  programming  quadrupled  to  $3.4  million, 
but  Scripps  said  they  were  lower  than  projected.  Earnings  from 
licensing,  led  by  United  Media,  were  up  380%  to  $3.4  million. 

PULITZER 

Pulitzer  Publishing  Co.,  led  by  the  flagship  St.  L(Hii.s  Post- 
Dispatch,  reported  third-quarter  net  income  grew  8.3%  to  $15.4 
million  on  revenues  up  3.7%  to  $90.8  million.  Excluding  broad¬ 
cast  interests,  which  are  being  sold  to  Hearst-Argyle  Television. 
Pulitzer  said  earnings  advanced  11.6%  to  $6.6  million. 
Newspapers,  with  a  16.8%  profit  margin  for  the  quarter,  raised 
profits  to  $10.2  million. 

MEDIA  GENERAL 

Media  General  Inc.  reported  third-quarter  net  income 
advanced  37%  to  $14.5  million,  as  revenues  rose  6.7%  to  $236.8 
million.  The  Richmond.  Va.-based  company's  newspapers  post¬ 
ed  quarterly  operating  income  up  20.7%  to  $23.1  million  and 
revenues  up  9.9%  to  $125.3  million,  for  an  operating  profit  mar¬ 
gin  of  18.4%. 

Media  General's  take  from  its  stake  in  the  Denver  Post,  oper¬ 
ated  by  William  Dean  Singleton’s  MediaNews  Group,  tumbled 
83%  to  $259,(KX),  as  income  from  its  Denver  preferred  stock 
rose  slightly  to  $1.5  million  for  the  quarter.  Profits  from  broad¬ 
cast  and  cable  TV  operations  fell  on  the  quarter.  H 

Ohio  daily  for  sale 

Amos  Press  Inc.,  publisher  of  the  l3.5(K)-circulation  Sidney 
(Ohio)  Daily  News  and  a  chain  of  dailies  and  weeklies  in  subur¬ 
ban  Dayton,  is  for  sale.  The  122-year-old  family  operation  said 
it  has  hired  Jordan.  Edmiston  Group  Inc.,  a  New  York-based 
investment  bank,  to  find  a  buyer  for  assets  that  also  include  Coin 
World  and  Linn 's  Stamp  News. 

The  company  said  the  next  generation  of  Amos  family  mem¬ 
bers  have  no  interest  in  managing  the  company.  Amos  plans  to 
retain  its  Vision  Mark  manufacturing  unit. 

Singleton  gets 
real  estate  book 

William  Dean  Singleton’s  Garden  State  Newspapers  has  pur¬ 
chased  the  biweekly  Southern  New  Me.xico  Real  Estate  Press  in 
Las  Cruces  for  undisclosed  terms.  Garden  State,  which  owns  the 
daily  Las  Cruces  Sun-News,  said  the  real  estate  publication 
would  retain  its  separate  identity. 
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Banking  on  free  press 
to  end  fiscal  crisis 


When  economists  talk  about  the  “fun¬ 
damentals"  of  a  nation’s  finances, 
they  are  referring  to  output,  produc¬ 
tivity,  debt  load,  tax  policy  and  the  like.  But  the 
World  Bank  is  now  recognizing  that  another 
fundamental  is  essential  to  the  wealth  of 
nations  —  a  free  press. 

At  its  annual  meeting  the  other  day.  World 
Bank  president  James  D.  Wolfensohn  declared 
that  the  lesson  the  bank  must  learn  from  the 
financial  crisis  that  has  ravaged  Asia  and 
Russia,  and  now  threatens  the  rest  of  the  globe, 
is  that  economic  measures  alone  cannot  gener¬ 
ate  long-term  prosperity.  He  proposed  a  “total 
approach”  for  World  Bank  assistance  beginning 
with  the  basics  of  freedom  including  “the  free 


Let  us  hope 
that  the  developing 
nations  use 
this  crisis  to  reform 
not  just  their  fiscal 
systems  but  their 
approaches  to  a 
free  press  as  well. 


flow  of  information.” 

It  is  refreshing  —  and  still  all  too  rare  —  to  see  an  international  organization  whole¬ 
heartedly  embracing  this  concept.  But  as  Paul  Lewis  reported  recently  in  the  New  York 
Times,  “World  Bank  officials,  in  mulling  over  the  Asian  debacle,  say  they  have  con¬ 
cluded  that  a  freer,  more  aggressive  and  more  critical  news  media  in  the  region  would 
have  put  a  brake  on  the  government  corruption  and  the  so-called  crony  capitalism  that 
are  widely  seen  at  the  heart  of  today's  economic  mess.” 

“Corruption  was  not  the  only  reason  for  the  Asia  crisis,  but  more  objective  reporting 
would  have  shown  that  these  countries  were  building  a  mirage.”  Peter  Eigen  of 
Transparency  International  told  the  bankers.  Eigen's  group  campaigns  for  an  end  to  offi¬ 
cial  corruption  and  corporate  bribery,  and  recently  named  Denmark,  Sweden  and 
Finland  as  the  three  least  corrupt  nations  on  earth.  It's  no  coincidence,  he  added,  that 
these  nations  also  have  strong  freedom-of-information  laws  —  and  high  rates  of  news¬ 
paper  readership. 

Not  so  long  ago.  apologists  for  despotism  would  use  the  apparent  economic  suc¬ 
cess  of  Asia's  “Young  Tiger”  nations  to  justify  oppression  that  keeps  the  press  silent 
and  citizens  ignorant.  They  prattled  on  about  “Asian  values”  —  as  if  people  were 
endowed  with  fewer  or  more  rights  according  to  their  birthplace.  Buried  in  the  wreck¬ 
age  of  the  Asian  financial  collapse  is  the  idea  that  less  freedom  will  somehow  mean 
more  prosperity. 

Let  us  hope  that  the  developing  nations  use  this  crisis  to  reform  not  just  their  fiscal 
systems  but  their  approaches  to  a  free  press  as  well. 
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LETTERS  EdfP 


Child  carriers 
deserve  attention 

Congratulations  on  your  editorial 
“Where  is  the  Outrage?”  about  the  dan¬ 
gers  facing  child  newspaper  carriers  and 
the  long  and  shameful  exemption  of  our 
industry  from  child  labor  standards. 

1  was  surprised  —  and  very  glad  —  to 
see  this  tough  argument  in  E&P.  Thank  you 
for  not  forgetting  the  children  who  have 
been  murdered  because  the  industry  is  too 
cheap  to  either  use  safety  devices  to  protect 
children  or  to  hire  adults.  Please  keep  shin¬ 
ing  lights  on  the  appalling,  and  near  secret, 
exemptions  from  child  labor  laws  that 
newspapers  keep  winning  from  legislators. 

Margaret  Engel 
Bethesda,  Md. 


Left  brain,  right 
brain:  no-brainer 

Many  of  us  in  management  positions 
ntxlded  in  agreement  with  Tom  Mangan’s 
"Shop  Talk  at  Thirty”  assertion  Sept.  12 
that  graphic  gimmickry  must  be  subordi¬ 
nated  to  good  reporting  and  good  writing  if 
newspapers  are  to  remain  attractive  to  peo¬ 
ple  who  like  to  read.  Then  we  wrote  an  ad 
that  said  (actual  example  from  the  same 
issue)  “write  snappy  headlines,  edit  copy 
until  it's  clean  and  design  ’wow'  pages.” 

Psychologists  tell  us  that  the  ability  to 
manipulate  words  and  language  and  the 
capability  to  create  stunning  graphic 
designs  demand  discrete  sets  of  skills  and 
tap  into  separate  aspects  of  our  abilities.  A 
few  people  possess  both  sets  of  skills  in 
equal  measure.  Most  of  us  do  not.  Yet 
because  of  pagination,  we  expect  "copy 
editors”  to  be  paginators/designers.  too. 

Yes.  publishers  and  bean-counters,  it 
can  be  done.  No,  it  cannot  be  done  consis¬ 
tently  well.  A  "word”  person  usually 
becomes  only  middling  at  graphics;  a 
designer  extraordinaire  may  never  aban¬ 
don  participial  dangling.  Much  attention 
has  been  paid  in  recent  years  to  "teams”  of 
reporters  and  editors  to  get  and  produce 
stories.  Once  the  information  has  been 
assembled  at  most  small  and  medium-size 
newspapers  (and  at  an  appalling  number 
of  large  newspapers,  especially  in  ancil¬ 
lary  departments  like  lifestyles  and  busi¬ 
ness),  there  is  only  one  pipeline  for  pro¬ 
duction,  and  it  involves  the  distinct  (and 
discrete)  endeavors  of  editing  copy,  writ¬ 
ing  headlines  and  designing  pages. 

Then  we  ponder  why  our  newspaper  is. 


by  and  large,  in  one  of  two  categories: 
Good  content  is.  a  la  Ragu  spaghetti  sauce, 
“all  in  there,”  but  readers  don't  seem  to  be 
wowed  by  it;  or  our  newspaper  looks  like  a 
Lamborghini  but  reads  like  a  Studebaker. 

1  love  pagination.  But  we  have 
appliqued  this  new  technology  smack-dab 
onto  our  19th  century  production-flow 
organization.  We  need  to  restructure  things 
so  that  some  people  design  the  containers 
and  other  people  strengthen  and  sharpen 
the  content.  Yes,  that  will  cost  money.  Yes, 
that  might  reduce  the  operating  margin  by 
a  percentage  point  or  two  —  which  is  a 
whole  lot  less  than  will  happen  if  we  allow 
ourselves  to  stop  being  read. 

Denny  Bonavita 
managing  editor, 
Coiirier-ExpressITri-County  SuiuUiy, 
DuBois.  Pa. 

Hawaii  papers 
rap  USPS  service 

Among  the  four  newspapers  represented 
by  this  letter,  we  spend  over  $1  million  on 
delivery  of  our  newspapers  by  first-  and  sec¬ 
ond-  (peritxlical)  class  mail.  First-class  mail 
is  being  delivered  to  the  mainland  from 
three  days  to  three  weeks.  Our  second-class 
mail  is  delivered  in  three  to  six  weeks  and 
usually  in  bunches  and  out  of  sequence. 

This  has  caused  us  to  lose  many  cus¬ 
tomers.  We  have  sent  "Publication 
Watches”  [but]  believe  the  USPS  does 
[nothing!  to  correct  the  problem. 

1  receive  E&P  usually  a  month  late  and 
out  of  sequence  or  in  bunches.  The  closest 
date  that  1  have  received  was  an  issue 
"only”  two  weeks  old.  We  w  ill  be  sending 
letters  to  our  senators  and  Congress  repre¬ 
sentatives  to  see  if  they  can  help  us.  It 
seems  that  the  USPS  will  not  do  anything 
unless  some  sort  of  pressure  is  put  on  them. 

Darrell  Snyder 
circulation  manager, 
Hawaii  Trihiine-HeraUI 

Daryl  Pickens 
circulation  manager. 

West  Hawaii  Today 

Chris  Minford 
distribution  supervisor, 
Maui  News 

David  Campbell 
circulation  manager. 

The  Garden  Island 


50  YEARS  AGO... 

NEWSPAPERDOMm 

from  Editor  c&  Publisher,  Oct.  16,  1948 

Chicago’s  International  Typograph¬ 
ical  Union  was  held  in  civil  contempt 
of  court  for  offering  discriminatory 
ITU  contracts. 

The  contracts  stipulated  that  all  non¬ 
union  members  must  demonstrate  their 
qualifications  for  employment  while 
automatically  qualifying  union  mem¬ 
bers  for  employment.  The  decree 
offers  the  possibility  of  a  settlement 
between  the  10-month-old  strike  of 
Chicago  and  Hammond,  Ind.’s  news¬ 
paper  printers. 

The  Los  Angeles  Mirror  premiered 
its  first  issue. 

The  city’s  fifth  paper  contrasted 
other  newspapers  by  publishing  in 
color  and  also  utilizing  a  horizontal 
makeup  rather  than  the  standard  verti¬ 
cal. 


M. 


lAb^AGEMENT 
OpERATIOI^S  ANAL^’S1S 
AND  Solutions 


Currow  &  de  Montmollin,  Inc., 
conducts  operational  reviews  of 
circulation,  advertising  and  other 
departments  to  identify  and 
eliminate  barriers  to  increased 
revenue  generation  and  improved 
operating  efficiency. 

C&de  is  a  full-.service  newspaper 
consulting  company,  run  by 
former  newspaper  executives, 
that  also  provides  temporary 
turnaround  management, 
executive  search  and  placement, 
and  a  broad  range  of  marketing 
services. 

cisde 

CuRRCw'  &  DE  Montmollin,  Inc. 


7010  S.W.  54th  Street 
Miami.  Florida  33155-5624 
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ASSOCIATED  PRESS 

JULIE  AICHER,  sports  editor  at  the 
Albuquerque  (N.M.)  Jounutl,  has  been 
named  AP  bureau  chief  in  Albuquerque. 

AUSTIN  AMERICAN-STATESMAN 

MELISSA  SEGREST,  assistant  man¬ 
aging  editor/features  and  projects  at  the 
Palm  Beach  (Fla.)  Post,  has  been  named 
assistant  managing  editor/features  at  the 
Austin  American-Statesman. 

FRED  ZIPP,  metro  editor  at  the 
Palm  Beach  (Fla.)  Post,  was  appointed 
assistant  managing  editor  of  state  and 
local  news  at  the  American-Statesman. 

CHICAGO  TRIBUNE 

DAVID  GREISING,  Atlanta  bureau 
chief  for  Busines.sWeek,  has  been  named 
front-page  business  columnist  at  the 
Chicago  Tribune. 

CHRONICLE  NEWSPAPERS 

TIMOTHY  D.  COCHRANE,  sports 
writer  at  the  Reporter/Progress  Newspa¬ 
pers  in  Downers  Grove.  III.,  has  been 
named  sports  editor  at  the  Geneva,  111.. 
Chronicle  Newspapers. 


LOS  ANGELES  DAILY  NEWS 

PEGGY  BLEVINS,  vice  president  of 
classified  advertising  for  the  Alameda 
Newspaper  Group  in  San  Francisco,  has 
been  appointed  advertising  director  at  the 
Los  Angeles  Daily  News. 

LOS  ANGELES  TIMES 

DAVID  LAVENTHOL,  editor  at  large 
of  the  Los  Angeles  Times,  has  retired  after 
28  years  and  will  continue  as  a  consulting 
editor. 

MORRIS  COMMUNICATIONS 

IRENE  BALTRUSAITIS,  advertising 
director  at  the  Blue  Springs  (Mo.) 
E.\aminer,  has  been  named  publisher. 

SUSIE  B.  MORRIS,  publisher  of  the 
Kenai.  Alaska.  Peninsula  Clarion,  was 
promoted  to  vice  president  of  Morris’ 
Alaska  newspapers. 

NEW  HAVEN  REGISTER 

WILLIAM  J.  RUSH,  publisher  of  the 
New  Haven  Register,  has  retired  after  a 
4()-year  career  as  a  newspaper  e.xecutive. 

JOHN  HETZLER,  general  manager 
at  the  New  Haven  Register,  has  taken  over 
day-to-day  operations. 

NEW  YORK  TIMES  CO. 

LEONARD  P.  FORMAN,  senior  vice 
president  of  corporate  development,  has 


Stephen  F.  Rose 

has  sold 

Sun  Publications 

of  Overland  Park,  Kansas 
(270,000  combined  distribution) 

to 

Lionheart  Newspapers,  Inc. 

(a  newly  formed  company  based  in  Fort  Worth,  Texas, 
owned  by  Richard  Connor  and  John  Coots) 

We  are  proud  to  have  represented 
Stephen  F.  Rose  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505. 820. 2700  FAX:  505.82O.29OO 
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se(;re.st 

AUSTIN 

AMERICAN- 

STATESMAN 


JAMES  A.  RINGNESS,  national 
accounts  manager,  has  added  the 
responsibilities  of  marketing  development 
manager. 

SCOTT  A.  DOORNBOS,  circulation 
district  manager,  was  named  promotions 
manager. 

CNI  NEWSPAPERS 

HEATHER  ISHERWOOD,  assign 
ment  editor  at  the  New  Berlin,  Wis. -based 
CNI  Newspapers,  has  been  promoted  to 
managing  editor. 

COLUMBUS  DISPATCH 

PATRICK  PEREGRIN,  classified 
advertising  manager  at  Florida  Today  in 
Melbourne,  has  been  named  classified 


advertising  manager  at  the  Columbus 
(Ohio)  Dispatch. 

COMMUNITY  NEWSPAPER  CO. 

MATTHEW  POLAND,  vice  presi¬ 
dent  of  organizational  development  and 
chief  diversity  officer  at  the  Hartford 
Courant,  has  been  appointed  senior  vice 
president  of  human  resources  at  the 
Needham.  Mass. -based  Community 
Newspaper  Co. 

DAILY  HERALD 

RICHARD  BATTIN,  Web  site  manag¬ 
er  at  the  Fort  Wayne.  Ind.,  News-Sentinel, 
has  been  named  internet  department  man¬ 
ager  at  the  Arlington  Heights.  III..  Daily 
Herald. 
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NEWSPEOPLE _ 

by  Karim  Mostafa 


been  named  president  and  CEO  of  the 
New  York  Times  Co.  Magazine  Group. 

JOHN  M.  O’BRIEN.  senior  vice 
president  of  operations  at  the  New  York 
Times,  was  appointed  chief  financial 
officer. 

RIVERSIDE  PRESS-ENTERPRISE 

CATHERINE  COGGINS,  copy  edi¬ 
tor  at  the  Los  Angeles  Times,  has  joined 
the  Riverside,  Calif,  Press-Enterprise  as 
a  copy  editor. 

JENNIFER  PEREZ,  reporter  at  the 
Orange  County  (Calif.)  Register,  has 
become  a  reporter  at  the  Press-Enterprise. 

CARRIE  ROSEMA,  a  staff  photogra¬ 
pher  at  the  Jacksonville,  Fla.,  Florida 
Times-Union,  was  named  staff  photogra¬ 
pher  at  the  Press-Enterprise. 

BRAD  SMITH,  a  reporter  at  the 
Springfield,  Mass.,  Union-News,  has 
joined  the  Press-Enterprise  as  a  reporter. 

JILL  SPIELVOIJEL,  reporter  at  the 
Gaston  (N.C.)  Gazette,  has  become  a 
reporter  at  the  Press-Enterprise. 

MIKE  LTLEY,  reporter  at  the  Palm 
Beach  (Fla.)  Post,  has  become  a  reporter 
at  the  Press-Enterprise. 

TOLEDO  BLADE 

DAVID  THIEMANN,  retail  advertis¬ 
ing  manager  at  the  Blade,  has  been  pro¬ 
moted  to  marketing  and  new  business 
development  director. 

VANCOUVER  COLUMBIAN 

TOM  CONNOLLY,  assistant  circula¬ 
tion  manager  and  home  delivery'  manager 
at  the  Green  Bay  (Wis.)  Press-Gazette, 
has  been  appointed  customer  service  man¬ 
ager  at  the  Vancouver.  Wash.,  Columbian. 


ExSfP  OBITUARIES 


ROBERT  L.  CARL,  81,  whose  career 
included  posts  as  publisher  and  CEO  of 
the  Oneida  (N.Y.)  Daily  Dispatch,  the 
Tonawanda  (N.Y.)  News,  and  the  Alton, 
Ill.,  Telegraph,  died  Sept.  19  after  a  long 
illness. 

JACK  CARTER,  65,  managing  editor 
and  editorial  page  editor  for  the  Pittsburg 
(Calif.)  Post  Dispatch  and  Ukiah  (Calif.) 
Daily  Journal,  died  of  emphysema  Oct.  7. 

WILLIAM  “BUCK”  EBERLE,  73,  a 
newspaper  advertising  man  who  worked 


at  the  San  Francisco  Chronicle  for  21 
years,  died  of  cancer  Sept.  24. 

JAMES  IMBODEN  FINNEY  JR., 
61.  former  editor  of  the  Columbia.  Tenn.. 
Daily  Herald,  died  Oct.  7.  He  was  the  third 
generation  of  his  family  to  edit  the  paper. 


TOM  HOLBEIN,  57.  chairman  of 
Belden  Associates,  died  unexpectedly  of 
heart  failure  Oct.  10.  He  built  Belden 
Associates  into  one  of  the  top  custom 
newspaper  research  and  strategy  firms 
and  handled  their  recent  merger  with 
Media  Associates  International. 


most  experienceid  executive 
recruiting  firm  in  the  newspaper  industry 

/ 

ore  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


1605  Colonial  Parkway.  Suite  2(X)  •  Inverness.  Illinois  60067-4732 
847.991. 69(X)  •  Fax  847.934.6607  •  ywseareh@stametinc.com 


THE  TRUSTED  ADVISOR 


Veronis,  Suhlcr  and  Associates’  (\’S&A)  extensive 
media  industry  knowledge,  financial  acumen, 
transaction  expertise,  and  access  to  decision  makers 
have  made  Veronis,  Suhler  the  trusted  advisor  to 
media  companies  worldwide. 

Veronis,  Suhlcr  assists  owners  of  newspapers  and 
other  media  companies  to  maximize  the  value  of  their 
holdings  by  providing  a  broad  range  of  financial 
advisory  services,  including: 


Mergers  &  Acquisitions 
Debt  &  Equity  Financing 
Valuations 


Recapitalizations 
Fairness  Opinions 
Research 


ROBERT  J.  BROADWATER 

.Managing  Director 
broadwater@vsacomm.com 


Since  its  founding  in  1981,  X'eronis,  Suhler  has 
completed  more  than  4(KI  communications  industry 
transactions  with  an  aggregate  value  in  excess  of  S2 1 
billion  —  including  more  than  $950  million  in 
newspaper  transactions. 

Please  call  to  learn  more  about  VS&A’s  financial 
advisory  services  and  discuss  possible  initiatives  in 
complete  confidence. 


Veronis,  Suhler  &  Associates  Inc. 


KEVIN  M.  LAVALLA 

Mtinuging  Director 
l.avallak@vsacomm.com 


lorestmrnt  honkers  to  the  cornmnnications. 
media,  pnhiishing  hrvadcasting,  interactive 
dif/tat  media,  and  information  indnstries. 
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Click  on  to  www.newsmail.com  and 
you'll  get  an  insider's  look  at  hun¬ 
dreds  of  newsrooms  across  the 
United  States,  all  courtesy  of  informants 
who  work  there.  There's  plenty  of  debate 
over  whether  the  anonymous  critiques 
posted  on  the  Web  site  are  fair  or  accurate. 
But  one  thing  is  certain;  Most  of  the  post¬ 
ings  aren't  pretty. 

At  two  California  newspapers,  “fear. 


force  and  domination  and  tyranny  rule,” 
one  News  Mail  posting  noted.  A  manag¬ 
ing  editor  at  another  California  paper  is 
called  “Little  Hitler  ...  a  sullen  man  who 
browbeats  young  reporters,  especially 
women.”  The  postings  describe  serial 
sexual  harassers,  breathtakingly  incom¬ 
petent  co-workers  and  bosses  who 
enjoy  inflicting  emotional  pain. 
Managers  are  accused  of  sexism,  racism 


SU’w  M(  Alisler/lma^e  Bunk 

and  anti-gay  bias. 

The  most  common  refrains:  “Stay 
away!”  “Don't  come  here!”  “Steer  clear 
of  this  place  at  all  costs!” 

What  does  this  mean?  Can  life  at  U.S. 
newspapers  really  be  this  awful?  Or  is 
this  a  forum  that  unfairly  promotes  the 
views  of  a  few  bitter  malcontents?  It 
depends  on  whom  you  ask.  Opinions 
about  News  Mait  are  all  over  the  map  — 
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dozens  of  pages  on  the  site  are  viewed.  In 
early  October,  the  number  hit  a  record  — 
I0.2(K)  hits  in  one  day,  an  indication  that 
hundreds  of  people  are  visiting. 

Tamman  admits  that  some  postings  go 
too  far,  and  he  has  grown  increasingly 
annoyed  by  vindictive  and  “absurd" 
attacks  on  newsroom  managers  and  co¬ 
workers. 

He  has  now  posted  a  message  urging 
contributors  to  lighten  up  —  or  their  post¬ 
ings  will  be  refused. 

“This  is  not  intended  to  be  a  place  to 
say  anything  you  want  and  have  it  be  OK," 
he  said.  “1  want  it  to  continue  to  be  a  tool.” 

Surprisingly,  several  large  metropolitan 
newspapers  are  missing  from  News  Mait, 
which  mainly  draws  comments  about 
small  and  medium-sized  papers.  For 
example,  the  Washington  Times  has  eight 
entries  bickering  back  and  forth,  while  the 
Washington  Post  —  nearly  eight  times  its 
size  —  has  none. 

To  Tamman.  it's  a  sign  of  the  gulf 
between  people  at  large  and  small  news¬ 
papers  —  the  reporters  who  write  one 
story  a  week  and  make  SbO.fXK)  a  year  and 
those  who  whip  out  two  or  three  stories  a 
day  and  get  by  on  S2().(XK)  or  less. 

“There  are  two  universes.”  Tamman 
said.  “1  don't  think  people  at  the  bigger 
papers  have  any  idea  what  it's  like  to  work 
at  a  smaller  paper,  or  if  they  do,  they've 
forgotten  because  they're  so  far  out  of  it.” 

Tamman  is  no  stranger  to  the  unhappy 
newsroom  environments  that  are 
described  in  excruciating  detail  on  the 
Web  site.  “I've  dealt  with  the  same  ani¬ 
mosities  in  my  career.”  he  said.  But  the 
bitterness  in  some  postings  still  surprises 
him. 


just  like  the  postings  themselves. 

When  he  designed  a  personal  Web  site 
and  named  it  after  his  favorite  rock  song, 
reporter  Maurice  “Mo"  Tamman  had  no 
idea  it  would  become  a  kind  of  national 
watering  hole  for  disgruntled  Journalists. 

But  now,  less  than  two  years  later, 
thousands  of  reporters  flock  to  the  site  to 
get  the  inside  dirt  from  newsrooms  in  47 
states. 

“What’s  happened  has  been  mind-bog¬ 
gling,”  said  Tamman.  a  general-assign¬ 
ment  reporter  at  Florida  Today,  an 
87,(XX)-circulation  daily  in  central-east¬ 
ern  Florida.  “The  Web  site  has  become 
this  massive  venting  zone.” 

POSITIVE  POSTINGS 

While  Tamman  estimates  60%  to  70% 
of  the  comments  are  negative,  some 
remarks  are  complimentary. 

“Under  the  current  executive  editor, 
the  (Baltimore)  Sun  as  a  publication  has 
improved  dramatically,”  said  a  recent 
posting.  “He  cares  about  news,  about 
good  writing,  about  presenting  all  sides. 
He  is  willing  to  commit  time,  people  and 
money  to  doing  substantive  pieces.” 

Another  News  Mait  post  noted  positive 
conditions  at  the  Chicago  Tribune: 
“Really,  there  are  some  of  the  greatest 
reporters  here  and  a  few  editors  you  can 
really  learn  from,  who  will  give  you  the 
freedom  to  do  a  hell  of  a  Job.” 

The  Washington  Times  received  this 
treatment:  “Despite  all  the  Jokes  about  the 
Moonies  founding  this  paper,  working 
there  has  been  one  of  the  most  pleasant 
newspaper  experiences  in  my  life.  Hard 
to  believe.  1  know.  When  1  arrived  there,  I 
was  scared  witless  about  the  Moon  con¬ 
nection,  only  to  find  out  that  if  anything. 
Baptists  and  Presbyterians  run  the  place.” 

The  name  of  the  site  is  a  play  on 
Tamman’s  favorite  song,  “My  Aim  is 
True”  —  abbreviated  MAIT  —  by  rocker 
Elvis  Costello. 

“It's  kind  of  like  my  mantra,  how  I  live 
my  life,”  said  Tamman,  33. 

The  Web  site  includes  more  than  Just 
anonymous  postings.  There  is  a  list  of 
online  newsroom  Job  sites,  72  in  all,  rang¬ 
ing  from  links  to  E&P's  classifieds  to  Job 
Shark  in  Canada.  There  are  some  50  brief 
bios  of  writers  for  hire  as  well  as  350 
entries  in  an  online  newsroom  salary  sur¬ 
vey  posted  this  month. 

But  by  far  the  most  popular  part  of  the 
Web  site  is  the  lively  “Newspaper 
Intelligence”  section.  It  includes  descrip¬ 
tions  of  working  conditions  at  about  400 


“It’S  the 
equivalent  of 
writing  on  the 
bathroom  wall. 

You  don’t  know  what 
credibility  to 
assign  to  what 
you’re  reading.’’ 


daily  newspapers  —  more  than  a  quarter 
of  all  the  1 .5(X)  dailies  in  the  country. 

Some  individual  newspapers  have  a 
dozen  or  more  entries  where  editors  are 
called  “autocratic,"  “evil,”  “mean,” 
“backstabbing”  and  “power-hungry.”  The 
only  states  with  no  posts  are  Alaska. 
Montana  and  South  Dakota. 

In  a  recent  week,  Tamman  received 
more  than  1(X)  postings,  so  many  that  he 
has  appealed  to  the  site's  users  for  help  in 
sifting  through  them  all.  Tamman  said  he 
is  getting  thousands  of  “page  hits”  a  day 
—  a  measurement  of  how  many  times  the 


“What  has  happened  has  been 
mind-boggling.  The  Web  site  has 
become  this  massive  venting  zone,” 
said  Maurice  Tamman,  creator  of 
News  Mait,  which  drew  more  than 
10,200  hits  in  one  day.  Admitting 
that  some  postings  go  too  far,  he 
says  he  has  grown  increasingly 
annoyed  by  vindictive  and  “absurd” 
attacks  on  newsroom  managers  and 
co-workers. 


PEOPLE  HAVE  BEEN  HURT 

“Clearly,  a  lot  of  people  have  been  hurt 
very  deeply  in  ways  I'm  not  sure  I  under¬ 
stand,”  he  said.  “Most  people  get  into  this 
business  for  all  the  wrong  reasons. 
They're  not  interested  in  money  and 
they're  usually  not  interested  in  glorv'. 
They're  interested  in  something  they  love 
to  do.  Then  people  all  around  (them)  do 
things  that  they  think  are  so  contrarx'  to 
what  they  believe  their  Job  should  be.  It 
hurts.” 

While  the  stark  emotions  in  the  posts 
may  seem  surprising,  they  are  really  noth¬ 
ing  new.  said  Steve  Geimann,  a  writer  at 
Communication  Daily  and  chairman  of 
the  ethics  committee  of  the  StK'iety  of 
Professional  Journalists. 

“I  worked  in  a  Gannett  newsroom  in  the 


www.nnedjainfo.com 


EDITOR  &  PUBLISHER  /  OCTOBER  17.  1998 


23 


Are  News  Mait  postings  libelous? 

Calling  someone  an  ‘idiot’  is  a  matter  of  opinion  and  protected,  but .  .  . 


The  contributors  to  News  Mait,  the  newspaper  industry's 
version  of  a  wailing  wall,  rarely  mince  words. 

In  some  cases,  editors  and  publishers  are  called  names, 
accused  of  crude  behavior,  ethical  wrongdoing  and  blatant 
sexual  harassment. 

No  one  is  identified  by  name  in  the  News  Mait  postings. 
But  in  many  cases,  a  reader  only  needs  to 
peek  at  a  newspaper’s  staff  box  to  figure 
out  who’s  being  discussed. 

Are  these  kinds  of  personal  Internet 
attacks  legal? 

According  to  experts,  they  are  —  unless 
they  are  false  and  defame  someone. 

Maurice  Tamman,  the  Florida  reporter 
who  runs  the  site,  said  he  worries  about 
legal  trouble  over  News  Mait,  especially  in 
the  wake  of  a  flap  at  the  Orange  County 
Register  in  California. 

In  July,  the  Register  successfully  filed 
suit  to  obtain  the  name  of  someone  — 
apparently  an  employee  —  who  used  a 
personal  Web  site  on  America  Online  to 
spread  insults  and  rumors  about  the  news¬ 
paper’s  employees.  The  Web  site  has  been 
shut  down. 

That  case,  however,  may  have  little  bearing  on  News  Mait, 
experts  said.  U.S.  laws  generally  protect  providers  of  Internet 
content  from  being  sued  over  someone  else’s  printed  com¬ 
ments,  said  Mike  Godwin,  author  of  Cyber  Rights  and  a 
lawyer  for  the  Electronic  Frontier  Foundation  group.  A  recent 
case  backs  him  up.  In  April,  a  federal  judge  ruled  that  America 
Online  was  not  responsible  for  allegedly  libelous  news  stories 
posted  on  the  service  by  Matt  Drudge,  the  ubiquitous  cyber- 
muckraker. 


Drudge  had  accused  White  House  aide  Sidney  Blumenthal 
of  covering  up  spousal  abuse,  but  later  ran  a  retraction. 

At  News  Mait.  Tamman  said  he  takes  pains  to  make  sure  he 
doesn’t  know  who  sends  in  the  postings.  Contributors  make 
their  comments  on  a  Web  page  questionnaire  that  does  not 
require  names.  “I  have  no  clue  who  these  people  are,”  he  said. 

Regardless  of  whether  Tamman  knows 
their  identities,  the  contributors  to  the  site 
could  still  be  successfully  sued  for  libel, 
said  Brad  Thompson,  a  former  Journalist 
and  media  law  professor  at  Penn  State 
University.  To  be  libelous,  the  material 
must  subject  someone  to  “contempt,  hatred 
or  ridicule”  and  must  be  false,  he  said. 
While  public  figures  must  show  malice, 
private  people  must  merely  prove  that  neg¬ 
ligence  was  involved,  he  said. 

Thompson,  after  reviewing  the  News 
Mait  site  for  E&P,  said,  “Most  of  the 
comments  appear  to  be  generalized  grous¬ 
ing  about  working  conditions,  but  charges 
of  illegal  conduct  that  are  false  should 
raise  a  red  flag  for  the  person  who  posts 
the  message.” 

He  said  that  saying  someone  participated  in  sexual  harass¬ 
ment  or  condoned  it  could  be  libelous.  The  same  goes  for  say¬ 
ing  someone  is  unethical. 

“Any  comment  that  suggests  a  pattern  of  incompetence  has 
danger  written  all  over  it,”  he  said.  “Charging  a  company  with 
union  busting  (for  example)  is  libelous.” 

But  journalists  who  fill  the  News  Mait  Web  site  with  dia¬ 
tribes  do  have  some  freedoms,  according  to  Thompson. 

“To  say  someone  is  an  idiot,”  he  said,  “is  a  matter  of  opin¬ 
ion  —  and  is  protected.”  —  Randy  Dotinga 


Legal  experts 
warn  that “charges 
of  illegal  conduct 
that  are  false 
should  raise 
a  red  flag  for 
the  person  who 
posts  the  message.” 


1970s  and  ’80s,  and  we  groused  and  com¬ 
plained  and  bellyached  all  the  time,”  he 
said.  "The  bar  was  filled  with  talk  of 
dumb  things  the  editors  did.  It  goes  with 
the  territory.”  Others  say  News  Mait 
unfairly  spotlights  the  opinions  of  dis¬ 
gruntled  employees  who  spread  untruths. 

INTERNET  AT  ITS  WORST? 

David  Shapiro,  managing  editor  of  the 
Honolulu  Star-Bulletin,  wrote  a  scathing 
e-mail  to  Tamman  this  month  after  his 
newspaper  was  attacked  in  a  posting  about 
the  Honolulu  Advertiser.  He  wrote:  “. . .  if 
we’re  not  careful,  the  Internet  at  its  worst 
has  the  potential  to  reduce  ‘news’  to  mali¬ 
cious,  anonymous,  uninformed,  unsub¬ 
stantiated  gossip  unfiltered  by  the  values, 
standards  and,  yes,  ethics  of  journalism. 
Your  Newspaper  Intelligence  feature  does 
just  this.” 

“It’s  the  equivalent  of  writing  on  the 
bathroom  wall,”  Shapiro  told  E&P.  He 
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said  News  Mait  postings  are  unreliable, 
one-source  stories.  “You  don’t  know 
what  credibility  to  assign  to  what 
you’re  reading,”  he  said.  “What  really 
bothers  me  is  that  journalists  are  doing 
this.” 

Like  many  of  News  Mait’s  critics, 
Shapiro  said  the  postings  can  easily  give 
distorted  views  of  life  in  newsrooms. 

Tamman  posted  Shapiro’s  written  com¬ 
ments  and,  in  a  break  with  normal  prac¬ 
tice,  included  his  name. 

Tamman,  admitting  that  angry  employ¬ 
ees  may  get  more  play  on  News  Mait  than 
happy  ones,  said.  “It’s  not  entirely  repre¬ 
sentative.” 

Some  newsroom  managers  feel  they’ve 
been  unfairly  smeared  by  News  Mait. 
They  say  it  gives  a  skewed  view  of  their 
newspapers. 

Dennis  Dible,  editor  of  the  Dominion 
Post  in  Morgantown,  W.Va.,  was  not 
thrilled  to  read  postings  bashing  his 
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The  young  and  spirited  score  each  time  you  deliver  USA  WEEKEND 
in  your  newspaper.  42  million  readers  strong,  the  nation’s  fastest-growing 
magazine  captures  their  attention  with  articles  that  reflect  today’s  lifestyles. 
And  fresh  authorities  like  26  year-old  Mia  Hamm, 
soccer’s  Olympic  Gold  Medalist  and  weekly 
contributor.  Get  fit  for  the  future— call  Dave 
Barber,  VP/Newspaper  Relations  @  212.715.2131. 

The  magazine  that  makes  a  difference.^ 


WEEKEND 


Source;  MRI.  Fall  1996 
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“This  is  not 
intended  to  be 
a  place  to  say 
anything  you  want 
and  have  it  be  OK. 

I  want  it  to  continue 
to  be  a  tool.” 


19.(M)0-circulation  daily. 

Dible  attributes  the  comments  to 
gripers. 

“You  have  to  keep  in  mind  that  the  site 
keeps  the  sources  anonymous,”  he  said. 
“As  newspaper  managers,  if  we’re  intelli¬ 
gent.  we  can't  or  don’t  get  on  those  sites 
and  make  comments  about  those  employ¬ 
ees  or  the  conditions  under  which  they 
might  have  left  the  newspaper.” 

Also,  he  said,  “You  have  no  idea  of 
whether  it’s  two  persons  sending  five  mes¬ 
sages  each  or  10  individuals,”  he  said. 

Because  the  comments  are  made  by 
filling  out  a  Web  site  questionnaire  —  not 
through  e-mail  —  Tamman  said  he  has  no 
idea  who  sends  them  in.  However,  the 
comment  form  does  include  a  spot  for  an 
e-mail  address  so  Tamman  can  verify  a 
sender’s  identity  in  case  he  or  she  wants  to 
retract  a  posting. 

If  editors  write  in  and  complain  about  a 
posting,  he  usually  prints  their  comments 
verbatim. 

While  the  postings  have  been  the  sub¬ 
ject  of  discussions  in  countless  news¬ 
rooms,  Tamman  said  he  does  not  know  of 
-1  anyone  who  has  been  fired  because  of  a 

contribution. 

!  However,  someone  claiming  to  be  a 
;  publisher  of  a  newspaper  did  call 


“I  truly  and  honestly 
felt  if  anybody 
felt  this  way 
they  should  get 
their  resume  ready 
and  leave,  because 
they  weren’t  helping 
us  get  any  better.” 


Tamman  this  month  and  ask  for  the  names 
of  employees  who  posted  negative 
remarks.  Tamman  refused  to  cooperate.  “I 
was  actually  a  little  flabbergasted,”  he 
said.  “It’s  the  first  time  I’ve  had  anybody 
come  to  me  in  person,”  instead  of  via  e- 
mail. 

In  at  least  one  newsroom,  a  negative 
posting  was  the  subject  of  discussion  at  a 
staff  meeting.  Kim  de  Bourbon,  editor  of 
the  Pocono  Record  in  eastern 
Pennsylvania,  told  .staffers  at  the  21,000- 
circulation  daily  that  she  was  upset  by  the 
harsh  comments  about  the  paper  on  News 
Mait. 

Among  other  things,  anonymous  News 
Mait  contributors  accused  editors  of  pro¬ 
viding  no  guidance  and  playing  solitaire 
all  day.  “Morale  among  reporters  is  lower 
than  the  belly  of  a  maggot,”  one  post 
said. 

“My  thoughts  were,  while  I  recognize 
everyone’s  right  to  say  what  they  want,” 
de  Bourbon  said,  “I  truly  and  honestly  felt 
if  anybody  felt  this  way  they  should  get 
their  resume  ready  and  leave,  because 
they  weren’t  helping  us  get  any  better.” 

HEALTHY  SKEPTICISM 

Tamman  said  he  is  the  first  to  admit  that 
the  postings  need  to  be  viewed  with  plen¬ 
ty  of  skepticism.  But  Journalists,  especial¬ 
ly  Job  applicants,  need  to  be  armed  with 
information,  he  said. 

“It  gives  them  the  luxury  of  knowing 
what  they’re  getting  into  before  they  get 
into  it.” 

He  added  that  the  postings  often  lead  to 
dialogues  between  reporters  and  editors. 
Some  of  the  dialogues  have  occurred  — 
anonymously,  of  course  —  in  the  postings 
themselves. 

Other  Journalists  have  taken  a  more 
direct  approach.  A  former  employee  of  a 
Florida  newspaper  said  staffers  used  News 
Mait  postings  as  a  weapon  to  force 
change. 

“People  were  taking  printouts  and 
handing  them  to  everybody,  and  they 
stuck  one  under  the  publisher’s  door,”  said 
the  ex-employee,  who  didn’t  want  to  be 
named.  “A  lot  of  people  used  that  to  get  a 
message  to  the  company.”  But  the 
employee  agreed  that  the  News  Mait  post¬ 
ings  need  to  be  taken  with  healthy  skepti¬ 
cism. 

“If  there’s  Just  one  (negative)  posting, 
you  need  to  be  careful  because  it  could 
Just  be  a  disgruntled  employee.  But  if 
there’s  a  whole  bunch,  you  start  wonder¬ 
ing  why.”  Hi 

Dotinga  (rdotinga@aol.com)  is  an 
education  reporter  with  the  North 
County  Times,  San  Diego  County, 
Caiif. 
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Choosing  perfect  story  opener 

There  are  many  more  ways  to  start  than  simply  ‘straight’  or  ‘anecdotal’  leads 


by  Jack  Hart 

Not  too  long  ago  several  reporting 
team  leaders  at  my  paper  raised 
an  alarm  about  what  they  saw  as 
an  excess  of  soft  leads  on  hard-news  sto¬ 
ries. 

They  called  a  meeting  on, 
as  the  electronic  announce¬ 
ment  put  it,  “problems  with 
anecdotal  leads.” 

The  team  leaders  met  and 
trotted  out  several  feature 
leads  we’d  used  on  news  sto¬ 
ries.  One  editor  finally 
called  a  halt. 

“Wait  a  minute,”  she  said. 

“We  seem  to  be  calling  everything 
that  isn’t  a  straight  lead  an  anecdotal 
lead.” 

Exactly.  And,  once  again,  our  limited 
newsroom  writing  vocabulary,  the  lexicon 
that  allows  us  to  communicate  and  take 
action,  had  crippled  our  ability  to  find 
just  the  right  writing  tool  for  the  Job  at 
hand. 

After  all,  one  kind  of  featurized  lead 
may  be  inappropriate  for  a  breaking  news 
story,  but  another  may  be  just  right.  And 
choosing  the  perfect  lead  for  a  story 
requires  familiarity  with  many  possibili¬ 
ties. 

“Straight  lead”  and  “anecdotal  lead” 
don’t  offer  many  choices. 

So  here’s  a  lexicon  of  feature  leads  that 
may  help  expand  the  options: 

1.  Anecdotal  Leads:  Richard  Leakey 
likes  to  tell  about  the  day  in  1950  when  he 
was  a  6-year-old  whining  for  his  parents' 
attention. 

Louis  and  Mary  Leakey  were  digging 
for  ancient  hones  on  the  shores  of  Lake 
Victoria,  but  their  little  boy  wanted  to 
play.  He  wanted  lunch.  He  wanted  his 
mother  to  cuddle  him.  He  wanted  some¬ 
thing  to  do. 

“Go  find  your  own  hone!'  said  his 
e.xasperated  father,  waving  Richard  off 
toward  scraps  of  fossils  lying  around  the 
site. 

What  the  little  hoy  found  was  the  jaw¬ 
bone  —  the  best  ever  unearthed  —  of  an 
e.xtinct  giant  pig.  As  he  worked  away  at  it 
.  .  .  he  e.xperienced  for  the  first  time  the 
passion  of  discovery. 


As  a  true  anecdote,  this  lead  takes  the 
form  of  a  short  narrative  with  a  beginning, 
middle  and  end. 

The  kicker,  analogous  to  a  joke’s  punch 
line,  wraps  up  the  story  and  makes  a  point 
central  to  it. 

2.  Narrative  Leads:  They 
pulled  the  car  to  the  side  of 
the  road,  turned  off'  the 
motor  and  waited  silently  as 
the  memories  washed  over 
them  in  a  series  of  gentle 
waves. 

A  narrative  lead  simply 
launches  an  action  line.  It’s 
not  part  of  an  anecdote,  nec- 
'  essarily. 

But  it  puts  central  characters  into  a 
scene  and  begins  telling  the  story  that  pits 
those  characters  against  some  kind  of 
complication. 

3.  Scene-Setter  Leads:  A  woman  with 
tormented  eyes  talks  to  herself  as  she 
plays  a  battered  piano  in  Ward  D's  day- 
room.  Other  psychiatric  patients  shuffle 
on  the  beige  linoleum  or  stare  from  red- 
and-green  vinyl  chairs. 

Scene-setters  open  with  description. 
They  may  contain  some  action.  But  the 
main  point  is  to  give  a  sense  of  place 
important  to  the  story’s  focus. 

This  story  described 
conditions  at  a  state 
mental  hospital.  So  a 
description  of  those  con¬ 
ditions  was  an  apt  way  to 
begin. 

4.  Scene-Wraps  or 
Gallery  Leads:  A  man 
claiming  to  he  a  Catholic 
priest  sits  in  a  Santa 
Claus  suit  in  a  wheel¬ 
chair  outside  a  Southeast 
Portland  supermarket, 
collecting  money  for  the 
“Holy  Order  of  Marx 
Incr 

Across  town,  a  supposed  South  African 
visitor  .  .  .  launches  into  a  complicated 
tale  that  soon  has  a  Portlander  withdraw¬ 
ing  $2,000  from  the  bank.  .  .  . 

Elsewhere,  a  boiler-room  telephone 
sales  company.  .  .  . 

Scene-wraps  illustrate  trend  stories. 
They  show  that  the  same  thing  is  happen¬ 


ing  in  several  places.  Because  they  consist 
of  a  series  of  pictures,  they’re  also  called 
“galleries.” 

5.  Significant  Detail  Leads:  Hidden 
beneath  a  heap  of  inner-tubes  in  a  tiny 
storeroom  on  an  island  in  the  middle  of 
the  Vistula  River  is  the  statue  of  Lenin  that 
stood  for  decades  inside  the  Gdansk 
Shipyard. 

As  you  might  expect,  this  story 
explored  the  continuing  influence  of 
Communism  and  central  planning  on  the 
operation  of  the  shipyard  and  the  econo¬ 
my  of  Poland. 

The  statue  of  Lenin  —  hidden,  but  still 
in  the  neighborhood  —  perfectly  symbol¬ 
ized  the  story’s  theme. 

6.  The  Single-Instance  Lead:  For  five 
days,  Alice's  husband,  high  on  drugs, 
threatened  to  kill  her.  He  hit  her  and 
abused  her. 

The  single-instance  lead  uses  one 
example  to  illustrate  a  larger  topic.  For 
that  reason,  single-instance  leads  are  also 
called  “microcosm  leads.” 

In  this  case,  Alice’s  story  was  a  gate¬ 
way  to  a  larger  story  on  a  new  shelter  for 
battered  women. 

7.  Word-Play  Leads:  In  Michael 
Crichton's  previous  novel,  “Jurassic 
Park','  a  tropical  island  has  been  trans¬ 
formed  into  a  zoo  whose 
denizens  are  dinosaurs 
brought  to  life  by  a  group 
of  greedy  scientists  who 
have  been  cloning  around. 

Word  play  is  essential¬ 
ly  lighthearted.  Word¬ 
play  leads  therefore  work 
best  on  less-than-serious 
stories. 

They’re  popular  in 
sports  and  entertainment, 
but  they  can  succeed  at 
grabbing  and  delighting 
readers  in  other  forms  as 
well.  Hi 


Hart  is  a  managing  editor  at  the 
Oregonian.  He  welcomes  comments 
and  published  examples  —  identified 
by  publication,  date  and  page  —  at 
1320  W.  Broadway,  Portland,  OR 
97201,  or  at  jackhart@news. Oregon¬ 
ian,  com. 


Limited  newsroom 
vocabulary  has 
once  again 
crippled  our  ability 
to  find  just  the 
right  writing  tool 
for  the  job. 
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Classified  competitors  are 
just  as  afraid  as  newspapers 


Newspaper  execs  shake  in  their  boots  when  they  think  about  classified 
competitors  like  Yahoo!,  but  those  competitors  are  just  as  frightened 


by  Mark  Fitzgerald 


Fear  runs  both  ways  in  cyberspace, 
newspapers  may  be  relieved  to 
know.  Consider,  for  instance, 
Yahoo!,  the  huge  Internet  search  engine, 
specialty  programmer  and  content  aggre¬ 
gator  that  evokes  fear  and  loathing  among 
newspaper  Web  ventures. 

When  Merrill  Lynch  analyst  Lauren 
Fine  recently  talked  about  the  online 
threat  to  newspapers’  longtime  classified 
advertising  franchise,  she  focused  on  one 
Internet  competitor  in  particular:  “I  would 
watch  Yahoo!  very  carefully,”  Fine  said. 
“What  the  local  business  newspapers  have 
is  fine  for  now  because  not  everybody  is 
online,  people  still  like  the  medium,  and 
newspapers  . . .  have  the  initial  advantages 
of  market  share.  But  you  are  facing  a  busi¬ 
ness-transition  model  that  takes  your  most 
profitable  business  source  and  —  over 
time  —  drives  down  prices.” 

But  Yahoo!  is  afraid,  too,  says  the 
developer  and  manager  of  the  company’s 
services  most  directly  aimed  at  newspaper 
classifieds:  Yahoo!  Classifieds  and  Yahoo! 
Autos.  “The  life  of  a  classified  ad  manag¬ 
er  is  all  about  being  paranoid,”  senior  pro¬ 
ducer  Susan  Carls  said.  “I’m  paranoid. 
I’m  more  paranoid  than  the  newspaper 
industry.”  In  fact,  speaking  at  the  recent 
Editor  &  Publisher  Online  Classifieds 
Industry  Symposium  in  St.  Louis,  Carls 
said  Yahoo!  and  newspapers  are  pretty 
much  in  the  same  boat  when  it  comes  to 
the  challenge  of  the  emerging  “category 
killer”  Internet  services. 

“Who  does  Yahoo!  fear?”  Carls  asked. 
“We  are  afraid  of  the  real  estate  verticals. 
They  are  about  to  really  take  off.  It’s  (a 
category)  in  danger  in  the  next  six 
months.”  Realtor.com,  with  1.3  million 
listings,  is  far  bigger  than  what  Yahoo!  or 
newspapers  offer,  Carls  noted. 

And  she  says  the  situation  is  the  same 


in  another  hot  vertical:  auctions. 
“Everybody  is  talking  here  about  big,  bad 
Yahoo!,  but  Auction  Universe  (the  Times 
Mirror  Co.’s  Internet  auction  site)  and 
Yahoo!  combined  have  about  one-fiftieth 
the  listings  of  eBay,”  Carls  said.  “EBay 
gets  12  million  page  views  a  day.  It  has 
757.000  listings  in  1,000  categories. 
Auctions  Universe  has  17,(X)0  listings, 
and  Yahoo!  has  26,(X)0  listings.” 

Nevertheless,  Carls  acknowledged 
Yahoo!  is  competing  with  newspapers. 
“Direct  competition,”  she  said.  “Let’s  take 
that  one  right  on.  Let’s  talk  about  it.  For 
sure,  there’s  no  doubt  about  it.  We  are  in 
the  same  space.  We  call  ourselves  Yahoo! 
Classifieds.” 

The  very  nature  of  the  Internet  —  with 
its  unlimited  space  and  easy  searchability 
—  ensured  that  Web  publishers  would 
come  after  newspapers’  classified  fran¬ 
chise,  said  another  direct  competitor.  “We 
didn’t  want  to  be  a  competitor,  but  we 
thought  the  Internet  was  so  important  we 
wanted  to  be  in  that  space,”  said  Bruce 
Skillings,  executive  vice  president, 
Bernard  Modes  Agency  and  co-founder  of 
Career  Mosaic,  the  big  employment  Web 
site  that  competes  with  CareerPath  and 
other  newspaper  recruitment  sites. 

Similarly,  online  auto  advertising  and 
purchasing  was  inevitable  once  the  Web 
got  going,  said  Mark  Lorimar,  president 
and  CEO  of  Auto-By-Tel.  “According  to 
J.D.  Powers  and  Associates,  16%  to  22% 
of  all  car  purchasers  are  shopping  online 
now  and  that  is  expected  to  go  to  two- 
thirds  by  the  year  2000,”  Lorimar  said. 
Auto-By-Tel  gets  about  1.4  million  data¬ 
base  inquiries  a  month  and  is  growing 
about  90%  annually  in  the  new  car  pur¬ 
chase  area,  Lorimar  said. 

Despite  the  huge  numbers  these  non¬ 
newspaper  companies  are  putting  up, 
newspaper  Internet  ventures  have  advan¬ 
tages  of  their  own,  executives  argued 
repeatedly  at  the  E&P  conference.  For 


one  thing,  newspapers  are  operating  their 
own  Web  ventures. 

Times  Mirror’s  Auction  Universe,  for 
instance,  is  co-branded  on  the  sites  of 
more  than  30  newspapers  and  magazines, 
and  in  less  than  a  year  of  operation  has 
moved  beyond  Beanie  Babies  to  auction¬ 
ing  a  motel  and  railroad  cars,  says  presi¬ 
dent  and  CEO  Larry  Schwartz.  “We  view 
auctions  as  an  extension  of  classifieds,” 
Schwartz  said.  “We  think  there’s  a  huge 
earnings  potential  here  —  and  we’re 
already  seeing  it.  There  is  a  huge  ‘under¬ 
ground  economy’  category  out  there  of 
hobby  shows  and  garage  sales  .  .  .  (in) 
low-cost  goods  that  have  essentially  dis¬ 
appeared  from  newspapers.”  Schwartz 
says  online  auctioning  now  is  at  “barely 
1  %  of  the  potential  market.” 

In  fact,  the  overwhelming  size  of  eBay 
is  a  competitive  advantage  for  Auction 
Universe,  Schwartz  argues.  Surveys  show 
the  site  is  getting  eBay  dropouts  because 
Auction  Universe  seems  less  “crowded.” 

Then  there  is  the  newspaper  brand,  says 
Jim  D’ Arcangelo,  group  president  of 
telecommunications  at  NFO  Worldwide. 
Among  its  services  is  Ad:  Impact,  which 
measures  local  Net  advertising. 
Newspaper  sites  overall,  he  .said,  have 
more  users  under  35  than  any  Yellow 
Pages  or  city  guides  with  the  exception  of 
Yahoo!  and  Microsoft’s  sidewalk.com. 

Newspaper  brands  are  widely  recog¬ 
nized,  D’ Arcangelo  said.  The  Los  Angeles 
Times'  latimes.com,  for  instance,  has  an 
83.7%  brand  awareness  in  its  market. 
“Those  numbers  are  extremely  consistent, 
even  when  the  sites  are  branded  different¬ 
ly  from  the  newspaper,”  he  said.  The 
Boston  Globe's  boston.com,  for  example, 
not  only  beats  out  other  directory  sites  in 
brand  awareness,  it  is  higher  than  the 
Yahoo!  search  engine,  according  to  Ad: 
Impact  studies.  “Most  newspapers  are  not 
aware,  quite  frankly,  of  how  powerful 
their  brand  is  on  the  Internet.”  1 
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Banner  ads  aren’t 
the  only  game  in  town 


by  Martha  L.  Stone 

Banner  advertising,  once  considered 
the  keystone  for  supporting  Web 
sites,  is  no  longer  the  sole  financial 
factor,  as  online  newspapers  are  finding 
other  successful  revenue  streams. 

Business  executives  from  the  nation’s 
largest  newspaper  Web  sites  discussed 
their  recent  successes  with  alternative 
business  models  at  Fall  Internet  World, 
held  last  week  in  New  York.  The  session 
was  sponsored  by  the  Newspaper 
Association  of  America. 

The  successful  marketing  techniques 
include  city  guide  advertising,  using  regis¬ 
tration  information  to  target  advertising, 
personalization,  contests,  sponsored  chat, 
sponsored  content,  revenue  sharing  with 
e-commerce  partners,  archiving  content 
and  integrating  content  with  tran.sactions. 

Lorraine  Cichowski,  general  manager 
of  USA  Today  Online,  announced  that  the 
site  is  now  profitable,  thanks  to  a  70% 
advertising/30%  transactional  business 
model.  The  transaction  area,  called  the 
Marketplace,  has  grossed  seven  times  its 
revenue  from  last  year,  Cichowski  .said. 


In  addition  to  a  successful  banner 
advertising  component,  USA  Today  has 
developed  many  revenue-sharing  deals 
with  e-commerce  partners  in  the 
Marketplace,  and  has  found  that  marrying 
content  to  advertising  sections,  such  as 
travel,  financial,  books,  auto  and  jobs,  has 
netted  greater  success.  Among  the  adver¬ 
tisers  is  Barnes  &  Noble,  in  the  site’s 
Books  section. 

“More  advertisers  are  moving  to  the 
targeted  area  where  more  people  are  will¬ 
ing  to  do  transactions,”  Cichowski  said. 
“(The  content)  helps  people  make  a  deci¬ 
sion  to  buy.” 

Meanwhile,  the  New  York  Times  on  the 
Web  reports  1,600  advertising  relation¬ 
ships,  and  profitability.  Requiring  regis¬ 
tration  has  enabled  some  creative  and 
effective  marketing  campaigns.  Though 
registration  was  once  considered  a  barrier 
to  the  Times'  usage,  the  newspaper  now 
boa.sts  5  million  registered  users,  from 
whom  demographic  information  has  been 
collected.  The  occupation,  location,  edu¬ 
cation  and  general  background  informa¬ 
tion  is  used  to  sell  and  target  advertising  to 
prequalified  customers.  The  tracking  and 
reporting  performance  is  powered  by  Real 


Media  Network  of  New  York. 

“We  can  place  ads  within  a  given  sec¬ 
tion  or  specific  feature,”  said  Christopher 
D.  Neimeth,  vice  president  and  director 
of  sales  and  marketing  for  the  New  York 
Times  Electronic  Media  Co.  “We  can 
place  ads  by  domain,  browser  type,  oper¬ 
ating  system  or  platform.  We  can  place 
ads  by  time  of  day,  days  of  the  week  and 
demographics.” 

Neimeth  cited  some  advertising  case 
studies  and  how  advertisers  found  suc¬ 
cess.  Through  advertising  on  the  business 
page,  DLJ  Direct,  an  online  investment 
broker,  software  downloads  were  doubled 
over  the  previous  week.  The  leads  were 
followed  up  by  e-mail. 

Through  their  new  city  guide,  NY 
Today,  the  Times  has  created  a  personal¬ 
ized  calendar  with  the  capability  for  users 
to  choose  restaurants,  events,  movies, 
theaters  and  shopping  spots  for  personal 
use.  An  estimated  57%  of  the  people  who 
personalized  for  food/wine  have  complet¬ 
ed  a  transaction,  Neimeth  said. 

The  Times  sales  staff  has  been  working 
with  local  advertisers  to  come  up  with 
promotions  to  draw  attention  to  local 
businesses.  One  proprietor.  Daily  Soup, 
launched  a  discount  promotion  on  soup, 
which  hundreds  of  customers  purchased 
online.  Daily  Soup  was  left  with  hundreds 
of  customers  in  their  database  at  a  cost  of 
77c  per  customer. 

Candy  Thompson,  general  manager  for 
online  directories  at  the  Washington  Post 
see  Web  Revenue  on  page  61 
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Open  AdStream  Provides  the  LOWEST  COST  ef  Ownership 

“Without  any  additional  hardware,  software  or  personnel,  in  less  than  2  days,  we 
were  able  to  install  5  copies  of  Open  AdStream  and  immediately  begin  serving  ad 
impressions  for  all  of  our  70  online  newspapers.  Open  AdStream  is  one  of  the  most 
stable  software  programs  I  have  encountered.  Simply  put,  it  works  and  works  well.” 

-  John  W.  Cary,  Deputy  Director  Online  Publications,  Chicago  Sun-Times 

To  learn  how  Open  AdStream™  provides  value  to  top  publishers,  contact  us  today  for  an 
online  demo.  E-mail  oas(3)realmedia.com  or  call  Scott  at  215-654-8376. 

The  #1  Choice  for  Serious  Internet  Publishers. ..www.realmedia.com 
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Editorial  and  ads  benefit 
from  new  technolegy 


by  Martha  L.  Stone 

Both  editorial  and  advertising  con¬ 
tent  are  being  improved  due  to 
breakthroughs  in  Web  technology. 
That  was  the  word  from  technology 
experts  last  week  at  Internet  World's 
“How  Online  Newspapers  are  Using  the 
Cool  Tools”  seminar,  sponsored  by  the 
Newspaper  Association  of  America. 

Technologies  that  enable  attaching 
multimedia  fdes,  such  as  video,  audio 
and/or  e-mail  to  classifieds  listings  are  on 
the  horizon.  Better  searchability  —  using 
more  efficient  and  user-friendly  natural 
language  —  is  improving  for  Web  sites' 
news  and  advertising  operations.  David 
deMilo,  director  of  RealClassifieds  at 


Knight  Bidder  New  Media,  is  developing 
an  object-oriented  classified  system  to  be 
launched  later  this  year  on  a  handful  of  the 
chain's  40  online  newspapers.  The  tech¬ 
nology  advances  online  newspapers' 
advantage  in  this  competitive  arena. 

Meanwhile,  news  operations,  such  as 
the  Virtual  Voyager,  the  online  arm  of  the 
Houston  Chronicle,  are  focusing  on  the 
world  beyond  HTML  by  adding  multime¬ 
dia  capabilities. 

In  a  recent  report  about  local  sailors 
attempting  an  around-the-world  trip,  the 
Voyager  included  downloadable  sound 
bites. 

While  video  quality  is  still  substandard 
because  of  bandwidth  issues,  Glen 
Golightly,  the  Voyager's  supervisor,  says 


Press  for  sale  -  online 


by  Jim  Rosenberg 

The  Wenatchee  World's  Web  site  has 
created  an  entirely  separate  section 
devoted  solely  to  advertising  used 
merchandise  —  its  own. 

Piggybacked  onto  the  World  Online  are 
pages  providing  the  technical  specifications 
and  operating  history  of  the  Washington 
state  daily's  Goss  urbanite  press.  The  World 
printed  up  fliers  and  sent  out  letters 
announcing  availability  of  the  press  after  its 
new  KBA  Comet  is  installed  this  time  next 
year  (see  .story,  p.  42).  By  midyear  it  also 
was  notifying  prospective  buyers  that 
information  on  each  unit,  folder  and  other 
component  could  be 
had  by  visiting 
www.wenworld.com/ 
press/sale.html. 

Soon  after,  visitors 
to  the  press-for-sale 
pages  also  could 
view  QuickTime 
movies  of  the  press 
in  operation.  Within 
its  first  three  weeks, 
the  site  attracted 


more  than  8(X)  views  to  its  main  page, 
according  to  Stephen  Schroeder,  the 
World's  prepress  technology  director/MlS 
manager. 

The  idea  of  putting  the  press  on  the 
Web,  said  Schroeder,  came  to  him  while 
jogging.  He  talked  a  news  photographer 
into  getting  pictures  of  the  press,  enli.sted 
one  staffer  to  help  out,  and  created  the  site 
in  one  afternoon. 

Since  spring,  he  said,  “We've  built  the 
site  based  on  what  people  have  told  us 
they  want  to  know  about  the  press.”  As 
inquiries  arrive,  answers  to  the  questions 
are  added  to  the  site.  By  late  summer,  he 
said,  more-detailed  photos  and  informa¬ 
tion  were  added  for 
such  things  as  spray 
bars  and  controls. 

Schroeder 
expects  the  number 
of  serious  visits  and 
inquiries  to  rise 
closer  to  the  time 
the  press  becomes 
available,  probably 
at  the  end  of  next 


the  site  still  gives  users  the  option  to  try  it 
in  appropriate  situations.  But  limited 
resources  dictates  that  they  are  not  extrav¬ 
agant  with  technology,  in  general. 

“We  try  to  do  more  with  less,” 
Golightly  said.  “I'd  rather  have  an  imagi¬ 
nation  and  no  money  than  money  and  no 
imagination.” 

While  there  are  plenty  of  cool  tools  to 
choose  from.  Golightly  says  it's  impor¬ 
tant  to  deliver  the  content  effectively  with 
the  appropriate  tool.  “Match  the  media  to 
the  message,”  Golightly  said.  “Don't  out- 
geek  yourself  or  get  too  impressed  with 
technology.” 

He  says  IPIX.  a  still  photography  tool 
that  can  display  images  360  degrees,  has 
limited  use,  such  as  classified  ads  or  real 
estate  stories.  And  Shockwave,  while  cut¬ 
ting  edge,  is  expensive  and  has  a  high 
learning  curve. 

He  cautions  online  news  staffs  to  think 
twice  before  adding  cool  tools  to  their 
artillery:  Consider  bandwidth  issues, 
whether  the  technology  has  a  high  learn¬ 
ing  curve,  budget,  and  whether  anybody 
cares  about  the  things  the  technology  can 
add  to  the  content  equation. 

Beyond  the  tools  that  users  see,  a  site's 
computer  infrastructure  is  proving  to  be 
of  ultimate  importance.  The  Washinf>ton 
Post's  busiest  day  on  its  Web  site  was 
when  the  Starr  report  was  released,  and 
4.5  million  pages  were  .served.  Without  an 
investment  of  about  $1  million  on  servers, 
routers  and  switches,  the  site  would  have 
crashed  like  so  many  others  serving  the 
Starr  report,  said  Joe  Wilson,  manager  for 
technology  appliances  at  washington- 
post.com.“Running  a  big  site  is  expen¬ 
sive,”  Wilson  said.  “We're  investing  ...  to 
support  the  site.” 

To  ensure  smoothly  working  servers 
during  high-traffic  news  stories,  remem¬ 
ber  scalability,  or  buying  hardware  that 
can  scale  up  for  the  future.  Wilson  goes 
by  the  “60%  rule,”  or  buying  new  hard¬ 
ware  when  the  existing  servers  reach  60% 
capacity.  Traffic  builds  so  fast,  that  by  the 
time  the  order  is  fulfilled,  the  exi.sting 
hardware  is  overburdened,  he  said. 

Strategically  keeping  track  of  who  is 
visiting  the  site  is  one  of  the  most  valu¬ 
able  tools  for  advertising,  marketing  and 
editorial  planning,  Wilson  said. 


Stone  teaches  New  Media  & 
Technology  at  Roosevelt  University  in 
Chicago  and  is  a  principal  with 
Advanced  Interactive  Media  Group. 
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Covering  nonprofits 


The  Web  makes  it  easier  to  dig  up  tax  and 
other  records  on  local  charities  and  nonprofit  groups 


by  Charles  Bowen 


Do  you  want  to  see  reporters  cry? 
Ask  them  to  do  financial  stories 
about  your  local  charities  and  non¬ 
profit  organizations.  If  they  aren’t  crying 
at  the  beginning  of  the  assignment,  they 
surely  will  weep  by  the  end  of  it,  after 
crashing  against  walls  of  unretumed  tele¬ 
phone  calls  and  dead-end  referrals. 

For  journalists,  the  problem  is  that  char¬ 
ities  usually  operate  on  a  shoestring  and 
often  are  run  by  volunteers,  so  record¬ 
keeping  is  sometimes  erratic.  Just  finding 
out  the  name  of  the  board  member  or  offi¬ 
cer  who  filed  the  tax  forms  could  take  days. 
The  paperwork  is  often  handled  as  a  favor 
by  a  sympathetic  lawyer  or  accounting  firm. 

Until  recently,  merely  assembling  a  list 
of  all  the  local  charities  and  other  nonprof¬ 
it  organizations  in  your  community  was  a 
yeoman’s  task.  After  that,  you  usually  had 
very  little  time  to  attempt  any  kind  of 
intelligent  analysis  of  where  the  donations 
came  from  and  how  the  money  was  spent. 

But  now  a  new  site  on  the  Web  promis¬ 
es  to  become  the  ultimate  clearinghouse 
for  facts  and  figures  on  charities  to  non¬ 
profit  organizations,  including  many  hos¬ 
pitals  and  education  groups,  from  the 
national  level  right  down  to  your  local 
area.  GuideStar,  an  electronic  database 
managed  by  Philanthropic  Research,  lets 


you  compare  and  monitor  more  than 
600,000  charities  and  nonprofit  organiza¬ 
tions.  Database  information  includes 
descriptions  of  the  charities/nonprofits 
and  their  programs,  funding  sources,  geo¬ 
graphic  locations  and  income/asset  state¬ 
ments.  GuideStar  derives  its  information 
from  public  tax  submissions  to  the 
Internal  Revenue  Service,  as  well  as 
directly  from  the  organizations. 

At  the  site  (www.guidestar.org),  there  is 
a  quick  search  option.  Better,  though,  for 
reporters  and  editors  is  the  advanced 
search  option,  so  click  on  the  link  labeled 
“Search  by  Other  Criteria.”  On  the  result¬ 
ing  screen,  you  can  fill  in  a  form  with  any 
or  all  of  these  items:  keywords,  location, 
nonprofit  type  and  income  range. 

Since  not  all  the  fields  need  to  be  filled 
in,  a  useful  approach  for  researchers  is  to 
first  search  simply  by  ZIP  code  or  a  city 
and/or  state.  You  can  always  return  to  the 
field  to  modify  it  with  more  specifics. 

Click  on  the  Search  button  when  you 
have  your  search  defined,  and  the  site  pro¬ 
duces  a  hyperlinked  list  of  organizations 
matching  your  criteria.  Select  an  organiza¬ 
tion  and  see  its  summary  of  assets  and 
income,  a  brief  description  of  its  mission 
and  programs,  the  funding  it  seeks,  and  its 
geographic  reach.  On  many  reports,  there 
are  also  active  icons  at  the  top  of  the  dis¬ 
play  that  link  to  additional  information,  as 


it's  about  to  bust  out  of  the  box. 


in  more  ways  than  one... 


ParadigmTSA 
The  Syndicating  Agency 

P.D.  Box  1  1  1  372  •  Stamford,  CT  •  □69  11-1372 

Email:  PARADIGM(ffiPARADIGM-TSA.COM 


detailed  as  a  complete  balance  sheet  that 
gives  a  snapshot  of  the  group’s  financial 
health  at  a  particular  time. 

Other  considerations  for  using  this 
database  with  your  reporting; 

1.  GuideStar  gets  its  financial  informa¬ 
tion  from  both  the  IRS  Business  Master 
File  of  501(c)(3)  nonprofits  and  from  the 
IRS  Form  990,  the  public  financial  returns 
filed  by  nonprofits  with  more  than  $25,000 
in  annual  revenues.  Information  also  comes 
directly  from  individual  organizations. 

2.  If  you’re  having  difficulty  finding  a 
particular  group,  try  varying  the  search 
method,  searching  by  location,  a  city  field 
and/or  revenue,  because  often  the  IRS  or 
the  nonprofit  organizations  themselves 
alter  the  name,  perhaps  using  abbrevia¬ 
tions,  making  a  straightforward  keyword 
search  unsuccessful. 

3.  Finally,  don’t  expect  to  find  many 
local  churches  and  other  worship  centers 
listed.  The  laws  don’t  require  churches  to 
file  with  the  IRS  for  tax-exempt  status,  and 
only  a  fraction  of  American  religious  orga¬ 
nizations  have  registered  as  nonprofits.  ■{ 
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FELLOWSHIPS 

WORLDWIDE 


Knight  International 
Press  Fellowship  Program 


....a  journalistic  service  corps  working  with  in-  ; 
dependent  media  in  emerging  democracies  i 
]  around  the  globe...experienced  newspaper,  1 
I  radio  and  television  professionals  with  a  wide  j 
range  of  skills. ..living  abroad  for  up  to  nine  | 
months...sharing  their  knowledge...competitive  j 
selection...  advertising,  pre-press  production,  j 
circulation,  pressroom  and  other  skills  I 
needed.. .January  and  July  deadlines...  > 

Next  Application  Deadline:  January  1 5  ' 


International  Center  for  Journalists 


1616  H  St..  NW  •  Third  Floor  •  Washington,  DC  20006  j 
Tel:  (202)  737-3700  •  Fax:  (202)  737-0530  ] 

E-mail:  knight@icfi.org 
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ElvMundo.  La  revista  de  Madrid 


ANTONiO  nCSINES  TOMA  UN  DCSVl'O  OUE  GAMBIA  SU  VIDA 
EN  LA  ULTIMA  PELICULA  DE  EMILIO  MARTINEZ  LA2AR0 


Society  for  News  Design  Awards  featured  in  book  set  for  release  this  nnonth 


est  of  Show”  honors  have  been 
awarded  to  a  paper  in  Spain, 
while  14  other 


newspapers 
from  six  countries  were  designated  the 
“World’s  Best-Designed  Newspapers”  in 
the  19th  annual  design  competition 
sponsored  by  the  Society  for  News 
Design. 

El  Mundo's  Metwpoli  magazine,  in 
Madrid,  Spain,  received  the  “Best  of 
Show”  award  for  a  body  of  work  by  art 
director  Rodrigo  Sanchez,  whose  “quality 
and  .  .  .  incredible  diversity  of  skill”  over¬ 
whelmed  the  judges,  said  the  society. 

Out  of  12,137  entries,  the  society 
awarded  826  prizes  to  140  newspapers 
from  19  countries. 

The  “World’s  Best-Designed  Newspa¬ 
pers,”  according  to  the  society,  are  (in 
alphabetical  order): 

•  175,000-circulation  and  over:  the 
New  York  Times,  the  Wall  Street  Journal, 
and  La  Van^uardia,  Barcelona,  Spain. 

•  50,000-174,999:  the  European, 
London;  Reforma,  Mexico  City,  Mexico; 
San  Francisco  Examiner,  the  Scotsman, 
Edinburgh,  Scotland;  Le  Soleil,  Quebec, 
Canada;  and  the  Spokesman-Review, 
Spokane,  Wash. 

•  49,999-circulation  and  under:  the 
Ball  State  Daily  News,  a  college  paper, 
Muncie,  Ind.;  Centre  Daily  Times,  State 
College,  Pa.;  Le  Devoir,  Montreal,  Canada; 
the  Kingston  Whiff-Standard,  Ontario, 
Canada;  and  the  Mirror,  Seattle,  Wash. 

Winners  of  the  most  awards  were; 

•  El  Mundo  with  85  honors,  including 
five  gold  medals,  17  silver  and  61  Awards 
of  Excellence. 

•  New  York  Times  with  77,  including 
one  gold,  15  silver  and  58  Awards  of 
Excellence. 

•  Dagens  Nyheter,  Stockholm, 
Sweden,  with  31,  including  three  gold 
medals,  12  silver,  and  16  Awards  of 
Excellence. 

•  Reforma,  Mexico  City,  Mexico,  with 
28,  including  two  silver  and  25  Awards  of 
Excellence. 

Three  papers  received  21  awards  each: 

El  Pais,  Madrid,  Spain;  the  Boston 
Globe',  and  Clarin,  Buenos  Aires, 
Argentina.  ■■ 


Three  cover  designs 
for  Metropoli 
magazine  were 
among  the 
submissions  by  El 
Mundo,  Madrid, 
Spain,  which  took 
“Best  of  Show” 
honors  in  the 
Society  for  News 
Design’s  19th 
annual  competition. 
These  and  exam¬ 
ples  of  the  work  by 
825  other  winners 
are  featured  in  the 
latest  edition  of  The 
Best  of  Newspaper 
Design,  set  for 
release  this  month. 


EDITOR  &  PUBLISHER  /  OCTOBER  17.  1998 


34 


www.mediainfo.com 


THERE  ARE  MANY  REASONS  TO  ATTEND 
EDITOR  &  PUBLISHER'S  10TH  ANNUAL 

INTERACTIVE  NEWSPAPERS 


FEBRUARY  17-20,  HYATT  REGENCY,  ATLANTA,  GA,  U'99j 


Reason  #9: 

Michael 

Bloomberg 


What  is  it  about  newspapers  that  keeps  people 
reading?  There  are  two  fundamental  benefits  — 
0  newspaper  is  a  random  access  device,  and  it 
keeps  readers  informed.  If  our  businesses  are 
going  to  grow,  we  have  to  make  our  products 
more  like  a  newspaper.  The  public  wants  to  see 
things  when  they  wont  to  see  them.  Video-on- 
demand,  a  digitally  delivered  product,  is  the  way 
of  the  future  —  a  killer  application. 

—  Michael  Bloomberg,  January  1997 
Consumer  Electronics  Show 


ff 


Michael  Bloomberg  tells  it  like  it  is.  Maybe  that's  why  Rupert 
Murdoch  called  him  "the  most  creative  media  entrepreneur  of  our 
time." 

At  Interactive  Newspapers  '99  —  February  17-20,  Hyatt  Regency, 
Atlanta,  Georgia  —  you'll  hear  a  lot  of  "like  it  is"  fects,  figures, 
trend.  And  you'll  explore  a  series  of  provacative  strategic  ques¬ 
tions.  Once  again.  Editor  &  Publisher  is  assembling  "killer  pan¬ 
els"  —  people  who  have  pioneered  the  newspaper  publishing 
industry  into  the  universe  of  electronic  interactivity. 

This  is  the  10th  Anniversary  of  the  Interactive  Newspaper 
Conference.  We  are  working  hard  to  make  it  extra  special,  extra 
memorable.  There  are  more  ways  to  participate.  More  Sessions. 
More  EPpy  Awards  categories.  More  exhibitors.  Bigger  and,  if  you 
can  imagine.  Better,  than  ever  before. 

Even  more  good  news!  Register  by 
October  19th  at  the  low  rate  of  $1,145. 


For  further  information  or  to  register  online,  visit  our  Web  site 

www.mediainfo.com  or  call  212-675-4380  ext.  285 

For  details  on  group  rates,  association  discounts,  "Register  3  Send  4th  for  Free"  offer  and  the  working  press  rate  please  call  212-675-4380  ext  285.  Registrations  must  be  submitted  together  to  receive  group  discount 


New  York  Times  launches 
revamped  science  section 


Health  and  fitness 
coverage  expanded 
to  cater  to  new  readers 
and  advertisers  after  ad 
base  was  cannibalized 
by  ‘Circuits,’  Times’  new 
computer  section 

by  Rob  Lenihan 

Twenty  years  after  creating  its  sci¬ 
ence  section,  the  New  York  Times 
launched  a  revamped  version  last 
week  with  expanded  health  and  fitness 
coverage. 

The  bulked  up  Science  Times  section, 
which  ran  12  pages,  debuted  Tuesday, 
Oct.  13  — as  its  predecessor’s  ad  base 
was  lagging  behind  Circuits,  the  recently 
spunoff  computer  and  electronics  section 
on  Thursdays. 

Science  Times 

•  ;  \  Placebos  Prove  So  pDwcrful  ^ 

-  -  ’■  Even  Experts  AreSurprised 

Nn!ku4x«SatptaRdK^aB>TiiijmihOMTR«MlKy 


New  fitness  coverage  includes  such 
features  as  “The  Novice,”  a  primer  on  a 
given  sport;  “Cases,”  a  column  on  practic¬ 
ing  medicine,  and  “Vital  Signs,”  a  collec¬ 
tion  of  short  medical  reports  and  succes¬ 
sor  to  “Health  Watch.” 

Health  and  fitness  stories  are  grouped 
together  behind  an  inside  section  front 
anchored  by  Jane  Brody’s  “Personal 
Health”  column  and  also  appear  on  Page  1 
of  the  section  with  regular  science  cover¬ 
age.  The  section  also  sports  “The  Far  Side 
of  Science,”  a  periodic  panel  cartoon  from 
“Far  Side”  creator  Gary  Larson. 

Cornelia  Dean,  Times  science  editor, 
said  the  section  has  covered  health  before, 
but  “now  we  hope  to  do  a  better  job  in  the 
future.” 

Not  coincidentally,  the  dedicated  .sec¬ 
tion  for  health  news  also  opens  a  window 
of  opportunity  for  advertising.  The  pre¬ 
miere  section,  for  instance,  carried  a  full- 
page  ad  promoting  the  nutritional  value  of 
Kellogg’s  cereals. 

“It  was  really  launched  primarily  as  a 


Did  you  give 
them  vitamins 
they  need 
this  morning? 


reader  redesign,”  said  Daniel  Cohen,  the 
paper’s  senior  vice  president  of  advertis¬ 
ing.  “It’s  a  20-year-old  section.  We’re  not 
substantially  changing  the  content  of  the 
Science  Times,  but  we’re  allowing  other 
advertisers  to  feel  that  the  section  is  an 
environment  that  is  appropriate  for  them 
as  well.” 

As  far  as  any  notion  of  pandering  to 
readers,  Cohen  said,  “You’re  not  going  to 
see  us  doing  a  swimsuit  edition.” 

“1  think  it’s  a  great  thing,”  said  Natalie 
Angier,  the  Times'  Pulitzer  prize-winning 
science  reporter.  “It’s  better  to  evolve  than 
Just  get  stuck  in  a  rut.  People  want  to  read 
about  things  that  relate  directly  to  their 
lives.  1  don’t  consider  that  pandering.  1  do 
think  there  is  room  for  a  lot  of  practical 
advice,  and  I'd  like  to  see  more  of  that.” 

Science  Times  runs  in  color  in  all  three 
editions:  metro.  Northeast  and  national. 
The  overhauled  and  expanded  science  sec¬ 
tion  comes  amid  changes  over  the  past 
year  that  include  Page  One  color  and  the 
technology  section  Circuits,  new  in 
February. 

Circuits  has  connected  with  advertisers. 
Since  its  debut,  it  has  steadily  outpaced 
Science  Times  in  ad  volume,  according  to 
Competitive  Media  Reporting.  In  March, 
Circuits  pulled  61%  of  combined  4,390 
column  inches,  compared  to  the  Science 
Times,  with  39%.  The  split  rose  to  7 1  %  vs. 
29%  in  April  and  79%  vs.  21%  in  August. 

Cohen  said  Circuits  has  not  cannibal¬ 
ized  Science  Times  ads  but  has  attracted 
new  advertisers.  Meanwhile,  Science 
Times  advertisers  such  as  computer  stores 
have  faced  hard  times. 

“The  retail  computer  section  has  been 
going  through  a  rapid  consolidation,” 
Cohen  said.  “A  lot  of  computer  companies 
are  going  directly  to  the  consumer,  and 
that  has  made  business  much  tougher  for 
the  retailers.” 

From  September  1997  to  August  1998, 
top  advertisers  in  Science  Times  have 
been  J&R  Computer  World,  with  $1.3 
million  and  NEC  at  $90(),(KX),  according 
to  CMR  estimates.  Other  advertisers 
included  Compaq,  Cannon  Printers  and 
Columbia  University. 


The  New  York  Times’  redesigned  science  section.  Of  12  pages,  four  were  in  color, 
including  a  Kellogg’s  ad  (above,  right),  and  half  were  devoted  to  health  and  fitness. 
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Big  ad  buyers  with  Circuits  have  been 
Syquest  Technology  at  $1.2  million  and 
combined  ads  from  J&R  Computer  World 
and  J&R  Music  World  at  $723,000. 
However.  Cohen  said  Syquest  has  recent¬ 
ly  pulled  back  on  its  advertising  nation¬ 
wide,  while  Dell  Computer  has  increased 
spending. 

Still,  observers  say  the  rise  of  Circuits 
had  a  hand  in  the  new  Science  Times. 

“Over  the  last  few  weeks,  it’s  clear  the 
section  has  not  been  as  thick.”  Ellen 
Oppenheim,  senior  vice  president  media 
director  at  Foote,  Cone  &  Belding  in  New 
York,  said  of  the  science  section.  “That’s 
probably  due  to  some  of  the  technology 
advertising  moving  over  to  the  other  sec¬ 
tion.  This  is  a  .smart  move.  There’s  a  lot 
more  news  about  health  care  today,  and 
many  more  exciting  developments.” 

Rob  Logan,  a  professor  at  the  Missouri 
School  of  Journalism  and  member  of  the 
New  York  Times  College  Advisory  Board, 
a  group  of  academics  who  meet  regularly 
with  Times  staffers,  said  Science  Times 
ads  were  discussed. 

“They  were  very  straightforward,” 


"Encourage  your 
children  to 
read  a  nevsp^>er 
every  day. 

It  can  ]:^p  mate 
their  wishes 
come  true." 


YOUR  LOGO  HERE 


Meryl  Streep,  Jon  Bon  Jovi,  Brandy  (above)  and  Christie  Brinkley  are  featured 
in  ads  promoting  newspaper  readership  in  the  third  phase  of  the  Newspaper 
Association  of  America’s  “It  all  starts  with  newspapers”  campaign.  The 
ads  run  Oct.  5  -  Nov.  1  and  were  created  by  Della  Femina/Jeary  &  Partners. 


Logan  said.  “Most  of  the  advertisers  in  the 
science  section  went  to  Circuits.  They 
were  concerned  about  the  future  of  the 
science  section.  They  were  clearly  losing 
advertising  space.  There  is  a  great  deal  of 
advertising  associated  with  health  and  fit¬ 
ness.” 

Though  advertisers  are  leery,  science 
sections  are  “the  best-read  part  of  any 
newspaper,”  Logan  said,  adding  that  the 
Times  has  taken  a  risk  by  continuing 
strong  science  coverage  at  a  time  when  a 
lot  of  newspapers  have  cut  back. 

Logan  said  little  has  changed  since  the 
late  author  and  astronomer  Carl  Sagan 
observed  that  major  corporations  spend 
va.st  sums  on  research 
and  development  — 

but  little  on  ads  in  “WeYe  not 
newspaper  science 
sections.  “I  think  changing  X\ 
there  is  a  clear  prob¬ 
lem  in  how  to  attract  ScienC 

advertisers  to  that 
section.”  weVe  allo 

Rustum  Roy,  a 

Penn  State  professor  adVGrtiS6rS  1 
and  critic  of  science 
reporting  in  general,  SGCtion  iS  ai 
questioned  the  sci¬ 
ence  section’s  popu-  that  is  apF 
larity.  “It’s  well-exe¬ 
cuted,  but  when  you  thsm  < 

write  about  biology,” 


Roy  said,  “how  many  people  care?  I 
would  never  read  a  story  on  some  new 
biological  stuff.  It’s  out  of  my  field.  Will 
my  kids  read  it?  Hell,  no.  I’m  not  con¬ 
vinced  a  lot  of  people  are  reading  it.  If  I 
read  one  more  story  about  the  crab  nebu¬ 
lae,  I’ll  throw  up.” 

Nevertheless,  advertisers  expressed 
enthusiasm.  Marc  Bell,  president  and 
CEO  of  Globix,  said  he  places  ads  for  his 
New  York-based  Internet  service  provider 
in  Science  Times,  Circuits,  and  the 
Monday  business  section,  which  focuses 
on  media. 

J&R  spokesman  Abe  Brown  doubted 
whether  Circuits  was 
taking  anything  from 

“We’re  not  substantially 

Science  Times  has 

changing  the  content  of 

time,  and  people 

the  Science  Times,  but 

seeing  our  ad  in  the 

we’re  allowing  other  back  of  the  section,  ” 

he  said. 

advertisers  to  feel  that  the  “Both  of  these 

sections  are  serving 

section  is  an  environment  the  purpose  very 

well.”  As  for  the 

that  is  appropriate  for  expanded  science 

section.  Brown  said, 
them  as  well.”  “We’ll  have  to  see 

what  happens.” 
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WORKPLACE^ 

RECRUIXIVIEENX 

Specialized  Web  sites 
aid  newspaper  recruitment 

Career  advice,  job-hunting  tips  and  employment  openings 
in  all  areas  of  the  journalism  industry  can  be  found  online 


About  a  year  ago,  Cox  Enterprises 
started  posting  all  of  its  openings 
—  from  TV  technician  to  reporter 
to  accounts  payable  —  on  the  Web. 

On  any  given  day  there  may  be  as  many 
as  350  jobs  available  companywide  —  and 
the  number  keeps  growing  as  more  man¬ 
agers  discover  that  online  recruiting  works. 

Dianne  Faucette.  employee  relations 
manager  at  Cox's  Atlanta  headquarters, 
says,  “We  never  turn  down  a  posting.  We 
Just  keep  growing,  and  it  gets  bigger  and 
bigger.”  The  system  works  simply.  The 
human  resources  manager  at  each  location 
is  the  point  person.  Each  has  a  password 
allowing  entry  to  the  database,  and  each 
can  post  Job  listings.  Corporate  personnel 
keep  an  eye  on  the  listings  and  every  two 
weeks  print  out  a  bulletin  board  version 
and  distribute  it.  Job  seekers  contact  the 
hiring  manager  directly.  “It's  been  very 
successful.  We  haven't  had  a  single  prob¬ 
lem.  Managers  love  it.”  Faucette  says. 

Virtually  every  major  newspaper  com¬ 
pany  posts  its  vacancies  on  the  Internet 
where  they  are  available  to  anyone  who 
has  Internet  access. 

Knight  Ridder  has  one  of  the  largest. 


most  public  and  most  successful  help 
wanted  sites.  The  busy  Web  site  also 
offers  career  advice  and  the  opportunity 
for  Job  seekers  to  post  their  own  resumes. 

Joe  Grimm,  recruiting  and  development 
editor  at  the  Detroit  Free  Press,  has  found 
the  site  useful  for  hiring  at  his  paper  and  for 
other  papers  in  the  group  to  which  he  refers 
potential  Job  candidates.  “People  send 
resumes  to  me  that  they  want  to  post  on  the 
Knight  Ridder  Web  page,  and  they  ask  for 
career  advice.  It  leads  to  side  discussions.  1 
can  give  them  a  call  or  send  them  private  e- 
mail.  It  has  been  useful  in  many  ways.  It 
has  extended  our  reach  tremendously.” 

Grimm,  who  started  at  the  Free  Press  as 
a  copy  editor,  builds  the  page  himself  — 
writing,  formatting  and  adding  appropriate 
links.  It  is  a  little  out  of  his  line  of  work 
these  days,  but,  as  he  says,  “You've  got  to 
learn  new  things,  or  you  will  be  obsolete.” 

Gannett  Co.  also  posts  Jobs  company¬ 
wide.  Mary  Kay  Blake,  vice  president, 
recruiting  and  placement  for  the  newspa¬ 
per  division,  calls  the  site  a  valuable 
recruiting  tool.  Job  seekers  from  all  over 
the  world  spot  and  use  the  Job  bank.  It  is 
especially  effective,  she  says,  for  papers  in 


remote  places  that  need  to  get  the  wore 
out.  For  instance,  the  Spriniifleld  (Mo.; 
News-Leader  got  34  applications  for  a 
sports  copy-editing  Job  within  days  ol 
posting  the  opening  on  the  Gannett  site. 

Blake  says  online  postings  also  help 
people  considering  intercompany  trans¬ 
fers.  While  these  are  encouraged,  it  can  be 
intimidating  for  someone  to  stand  at  a  bul¬ 
letin  board  and  consider  an  opening.  The 
privacy  available  to  a  Web  user  has 
allowed  more  people  to  seriously  consider 
an  opportunity  at  another  paper.  Blake  also 
finds  it  gratifying  when  people  within  the 
company  see  an  opening  and  recommend 
their  co-workers  who  might  have  missed 
the  opening  or  been  reluctant  to  respond. 

A  corporate  Web  site  emphasizing  di¬ 
versity  was  developed  by  Phillip  Milano, 
assistant  metro  editor  at  the  Florida 
Times-Union  in  Jacksonville.  Milano  is 
founder  of  the  National  Diversity 
Newspaper  Job  Bank.  In  1995,  he  was  a 
recruiter  at  the  Tinies-Union,  a  member  of 
the  Morris  Communications  group.  “1  felt 
like  that  in  terms  of  diversity  recruiting.  I 
was  spinning  my  wheels,  spending  lots  of 
hours  with  some  success,  but  not  the  kind 
of  success  that  1  hoped  for.” 

The  Job  bank  began  with  people  mailing 
him  resumes,  but  Michael  Romaner.  sys¬ 
tems  manager  at  the  paper,  urged  him  to 
put  the  information  online.  Together  they 
created  a  site  that  was  quickly  discovered 
by  eager  newsroom  Internet  users  who 
began  spreading  the  word.  There  was  little 
competition  and  great  demand.  “We  started 
getting  openings  from  all  over  the  place.” 

When  the  project  grew  beyond  what  a 
single  paper  could  handle,  Morris  Com¬ 
munications  and  the  National  Newspaper 
Association  stepped  in  as  co-sponsors. 
The  site  averages  400  openings,  having 
recently  expanded  from  Just  newsroom 
Jobs  to  include  positions  industrywide. 
The  site  is  free  for  both  posters  and  Job 
seekers  and  is  not  limited  to  minorities. 

Milano  no  longer  directs  the  Job  bank. 


Here  is  a  list  of  sites  for  job  posting  and  hunting: 

American  Journalism  Review  Newslink  JobLink 

hUp;//www.newslink.org/joblink.html 

Avalanche  of  Jobs  for  Writers  http://www.sunousis.t'om/ 

Cox  Communications  Jobline  hup://www.cox.com/Jobline/ 

Detroit  Free  Press/Knight  Ridder  Newsroom  Jobs  Page 
http://www.l'reep.com/jobspage/links/Jobboar(.l.htni 
Donrey  Employment  Center  hup://www.donrey.com/Jobs/niainjob.html 
Editor  &  Publisher  Classified  Ads  http://epclassifieds.com/ 

E.W.  Scripps  Job  Opportunities  http://2()7.7K.2.‘i().2.^1/jobs.cgi 
Gannett  Newspaper  Job  Opportunities 
http://www.gannett.com/Job/jobs.htm  an,  m.v 

McClatchy  Employment  Opportunities  i 


http://www.nando.net/mcclatchj(/,,tof|«ion««U-i,-  -•••rv 

employment_ops/index.html  THEHaTIONAJ.  diversity 

National  Diversity  Newspaper  Job  Bank  JOB  PAWlL 

http://www.newsjobs.i 

NationJob 


I'jsae; 

*  <  A'T^ca 


http://www.nationjob.com/media 
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He  has  gone  back  to  managing  news  gath¬ 
ering  for  the  Times-Union.  His  replacement 
is  Joe  Adams,  staff  development  editor  and 
public  records  coach.  There  also  is  a  full¬ 
time  job  bank  coordinator,  Zandria  Jacobs. 

Using  the  Job  bank  requires  registration. 
Job  seekers  must  submit  a  resume  and  get 
a  password.  This  allows  the  National 
Newspaper  Association  to  develop  statis¬ 
tics  about  the  market.  One  of  the  things  the 
bank  doesn't  do  is  determine  which  job 
seekers  are  members  of  minority  groups 
and  which  are  not.  Adams  says.  “We  have 
toyed  with  the  idea  of  asking  in  an  option¬ 
al  format  whether  or  not  job  seekers  are 
minorities,  but  we  haven't  done  it  yet.” 

Postings  come  from  all  over  the  world 
and  from  all  kinds  of  companies. 
Increasingly,  they  are  in  nonjournalistic 
fields  seeking  people  with  communica¬ 
tions  skills.  Potential  employers  are  given 
access  to  their  listing  so  they  can  revise  the 
wording  at  any  time  in  order  to  keep  the 
postings  as  fresh  and  accurate  as  possible. 

Besides  sites  operated  by  newspaper 
companies,  there  are  a  number  of  commer¬ 
cial  and  even  private  ventures.  E&P  oper¬ 
ates  a  very  popular  Web  site,  posting  new 
listings  weekly  at  the  same  time  that  it  pub¬ 
lishes  its  magazine.  Employers  who  adver¬ 
tise  in  the  print  version  get  the  Web  site  list¬ 
ing  for  a  small,  additional  charge.  American 
Journalism  Review  runs  a  similar  site. 

David  Hide,  a  writer  and  editor  of  the 
Webzine  Cyber  Oasis,  a  literary  newsletter, 
developed  the  Avalanche  of  Jobs  for  Writers 
Web  site  after  he  and  some  friends  had  trou¬ 
ble  finding  writing  jobs.  He  promptly  posts 
job  listings  for  free  from  virtually  anyone 
who  sends  them.  The  site's  ease  of  use  has 
made  it  a  very  popular  place  for  both  job 
seekers  and  employers.  On  slow  days, 
about  500  people  visit  the  site;  on  busy 
Mondays,  the  traffic  count  can  hit  1  ,(HK). 

Eide  observes  that  most  of  the  postings 
are  for  entry-level  jobs.  Experienced 
reporters  and  editors  are  more  likely  to 
find  lucrative  employment  if  they  have  a 
specialty  like  business,  health  or  technolo¬ 
gy  writing.  He  advises  job  hunters  to 
check  out  online  opportunities  very  care¬ 
fully.  Some  of  the  would-be  employers 
may  have  questionable  financial  stability. 

Another  job  site  that  gets  a  lot  of  journal¬ 
ism  traffic  is  NationJob  Inc.  Bob 
Levinstein,  vice  president,  says  that  the 
number  of  media  jobs  that  flooded  into  his 
site  proves  there  is  a  large  market  for  people 
with  communications  skills  —  there  are 
26,(X)()  jobs  posted  in  the  advertising  and 
media  segment.  Employers  pay  $95  to  have 


a  job  summary  and  link  to  their  home  page 
posted.  Job  seekers  use  the  site  free  of 
charge.  They  also  can  register  for  a  free  e- 
mail  service  called  P.J.  Scout  that  tells  them 
when  a  job  meeting  their  criteria  is  pristed. 

The  University  of  California  at  Berk¬ 
eley  Graduate  School  of  Journalism  offers 
a  service  called  J-Jobs.  Jobs  are  posted 
once  a  week  on  Sunday  evening  or  Monday 
morning  and  remain  there  for  about  30 


days.  They  are  divided  into  internships, 
freelance  opportunities,  journalism-relat¬ 
ed  jobs  and  journalism-educator  positions. 
There  is  no  charge  for  either  posters  or  job 
seekers.  Paul  Grabowicz.  who  manages 
the  project,  also  sends  out  an  e-mail  list  of 
new  openings  once  a  week. 


Phipps  is  a  freelance  writer  based 
in  Detroit. 


^  CLASSIFIED  ADVERTISING  MANAGER  ^ 

Seeking  experienced,  professional  newspaper  advertising  manager  to  lead  our 
Classified  department.  Ideal  candidate  must  possess  excellent  interpersonal  and 
communication  skills,  and  ability  to  lead  through  positive  motivation.  This  goal- 
driven,  strategic  thinker  will  be  responsible  for  increasing  existing  business  and 
must  have  experience  with  a  diverse  product  line  to  maximize  company  revenue 
and  customer  response.  Must  have  vision,  understanding  and  depth  of  knowledge 
to  grow  our  on-line  product.  Proven  track  record  in  sales  and  management 
required.  Prefer  college  degree  and  10  years  management  experience.  Excellent 
compensation  and  benefits  package.  EOE,  background  check  and  pre¬ 
employment  drug  test  required.  Please  send  resume  and  salary  history  to: 

Austin  American-Statesman 

Attn:  Human  Resources 
P.O.  Box  670,  Austin,  TX  78767 
Fax  to  (512)  445-3883 
Or  E-mail  to  aa-sjobs@statesman.com 


Editorial  Positions  Helping 
To  Shape  The  Future 

Rodale  Press,  the  biggest  and  most-respected  publisher  of  healthy- 
living  books  and  magazines  in  the  world  (including  Prevention,  Men's 
Health,  Runner's  World,  Bicycling,  and  New  Woman),  is  looking  for 
outstanding  writers,  editors  and  managers  to  help  grow  our  book 
business.  Positions  include: 


WRITING  DIRECTOR  We  re  looking  tor  an 
outstanding  wordsmith  and  teacher  to 
oversee  our  staff  of  full-time  writers.  This 
is  a  rare  opportunity  to  work  as  an  editorial 
coach,  mentor,  and  leader  without  specific 
product  duties.  Preferred  candidates  would 
have  at  least  15  years  of  full-time  journalism 
experience,  a  knack  for  teaching  and  moti¬ 
vating,  and  good  managerial  skills. 

SENIOR  EDITORS  We're  looking  for  editors 
who  can  work  effectively  with  writers, 
researchers,  copy  editors,  and  designers  to 
develop  book  concepts  to  their  fullest 
potential.  Preferred  candidates  would  have 
at  least  10  years  of  full-time  editing  and 
managing  experience  and  top-notch  jour¬ 
nalism  skills  and  instincts.  Passion  and 
creativity  a  must. 

Candidates  must  be  willing  to  work  at  our  Eastern  Pennsylvania  headquarters,  60 
minutes  north  of  Philadelphia  and  90  minutes  west  of  New  York  City.  Rodale  Press 
offers  top-notch  compensation  packages  and  amenities  unheard  of  at  most  other 
companies:  a  gym,  onsite  daycare,  health-food  cafeterias,  flexible  scheduling,  a  high- 
match  401  (k),  and  much  more.  Send  cover  letter,  resume,  and  work  samples  to: 

Human  Resources  Department  (EP-BD) 

RODALE  PRESS,  INC. 

33  E  Minor  Street,  Emmaus,  PA  18098 

EOE  Visit  our  website  at  www.rodalepress.com 


ASSOCIATE  EDITORS  We  re  looking  for 
ambitious  editors  to  help  us  line-edit  copy  to 
its  fullest  potential.  While  a  junior  level 
position,  associate  editors  play  a  crucial  role 
in  shaping  and  developing  our  books. 
This  is  an  outstanding  entry  to  the  book- 
world  for  journalists  of  three  to  five  years 
experience  with  a  great  writing  and  edit¬ 
ing  touch. 

WRITERS  We  want  energized,  inquisitive 
reporters  who  can  write  clearly  and  with 
attitude,  and  who  can  explain  complex  health 
concepts  in  simple  language.  The  preferred 
candidate  would  have  at  least  three  years 
experience  as  a  full-time  paid  writer  with 
considerable  expertise  in  “how-to”  service 
journalism. 
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All  of  King  Features  moving 
to  Florida  by  the  end  of  1 999 


by  David  Astor 

King  Features  —  the  syndication 
powerhouse  based  in  New  York 
City  since  its  1915  founding  — 
plans  to  move  completely  to  Florida  by 
the  end  of  next  year. 

Previously,  the  Hearst  Corp.-owned 
King  was  going  to  shift  editorial,  produc¬ 
tion  and  shipping  operations  to  Orlando 
while  keeping  sales,  marketing  and  cre¬ 
ative  development  people  —  including 
top  executives  —  in  New  York  {E&P,  July 
18,  1998,  p.  30). 

Kingsyn  Employees  Association  presi¬ 
dent  Jerry  Craft  said  the  KEA,  since  learn¬ 
ing  this  summer  that  32  of  its  5 1  members 
could  be  laid  off,  has  fought  to  have 
staffers  and  management  treated  more 
equally.  Ideally,  this  would  have  meant 
saving  as  many  jobs  as  possible  —  and 
keeping  all  of  King  in  New  York. 

Now,  he  added:  “We're  surprised  and 
disappointed.  This  is  a  slap  in  the  face  for 
everybody." 

When  asked  whether  he  thought  the 
total  Florida  move  is  a  corporate  or  syndi¬ 
cate  decision.  Craft  replied,  “In  my  opin¬ 
ion,  this  is  completely  Hearst-driven.” 

King  president  Larry  Olsen  declined  to 
answer  the  same  question.  “It  doesn't  mat¬ 
ter,”  he  said.  “It's  a  decision  that’s  been 
made  and  we're  now  going  to  move  on.” 

Why  move  everything  to  Florida?  In  a 
statement.  King  said  New  York  has 
become  “increasingly  expensive,” 
many  of  the  syndicate's  creators  no 
longer  live  in  the  New  York  area, 
today’s  technology  makes  it  possi¬ 
ble  to  “conduct  business  any¬ 
where,”  and  the  presence  of 
Universal  Studios  and  Disney  gives 
King  a  “creative  talent  pool”  in  the 
Orlando  area. 

As  previously  announced. 
King's  editorial,  production  and 
shipping  will  be  handled  by  the 
Hearst-owned,  Orlando-based 
Reed  Brennan  Media  Associates  — 
the  pagination/editing  company 
founded  by  two  former  Tribune 
Media  Services  executives  in  1994. 


King  will  handle  other  functions  from  its 
headquarters  in  a  different  Orlando  build¬ 
ing. 

The  syndicate’s  current  89-person  work 
force  will  be  reduced, 
but  Olsen  said  he  does 
not  yet  know  what  the 
final  total  will  be.  Some 
executives  and  employ¬ 
ees  may  opt  not  to  go  to 
Florida,  while  the  afore¬ 
mentioned  32  staffers 
may  be  laid  off.  These 
fired  people  could  theo¬ 
retically  apply  for  work 
at  Reed  Brennan,  but 
would  have  no  guarantee 
of  employment  and.  if 
hired,  would  lose  their  King  seniority. 

About  a  quarter  of  KEA’s  members 
have  been  with  King  for  over  20  years, 
said  Craft,  who  added  that  many  have 
close  ties  with  creators. 

Craft  himself  is  both  a  King  comic  art 
department  staffer  (a  Job  he’s  expecting  to 
lose)  and  cartoonist  who  does  “Mama’s 
Boyz”  for  the  syndicate’s  weekly  service. 

Negotiations  between  KEA  and  King 
management  aren’t  over  yet.  The  two 
sides  are  discussing  matters  such  as  sever¬ 
ance  and  how  much  training  soon-to-be- 
fired  King  employees  will  be  expected  to 
give  their  Reed  Brennan  replacements. 
The  next  negotiating  session  is  scheduled 
for  Oct.  21. 


“We  haven’t  set  a  deadline,  but  we  do 
want  to  get  it  resolved  quickly,”  said  Olsen. 

Layoffs  are  slated  to  go  into  effect  no 
later  than  the  end  of  1998,  even  though 
King  won’t  move  to 
Orlando  until  several 
months  later. 

One  reason  for  the 
earlier  staff  cuts  is  that 
King  is  vacating  its  216 
E.  45th  St.  office  at  the 
end  of  1998,  according 
to  director  of  advertising 
and  public  relations  Ted 
Hannah.  The  syndicate 
will  then  consolidate 
operations  in  its  other 
New  York  office,  at  235 
E.  45th,  before  leaving  that  building  for 
Orlando  sometime  in  1999. 

King  is  one  of  the  biggest  syndicates  in 
the  country.  It  has  about  150  individually 
distributed  features,  including  editorial 
cartoonists  such  as  Jim  Borgman;  colum¬ 
nists  such  as  Dr.  Joyce  Brothers,  Heloise. 
Dan  Rather,  Carl  Rowan  and  Dr.  Ruth 
Westheimer;  and  comics  such  as  “Baby 
Blues,”  “Barney  Google  &  Snuffy  Smith.” 
“Beetle  Bailey,”  “Blondie,”  “Curtis,” 
“Dennis  the  Menace,”  “Funky 
Winkerbean,”  “Hagar  the  Horrible,”  “Hi 
&  Lois,”  “Mallard  Fillmore,”  “Prince 
Valiant,”  “Sally  Forth,”  “Spider-Man,” 
“The  Family  Circus,”  “The  Lockhoms” 
and  “Zippy  the  Pinhead.” 

Craft  said  King  is  doing  good 
business  with  a  number  of  long¬ 
time  features,  newer  comics  tike 
“Mutts”  and  “Zits,”  and  other 
properties.  He  added  that  a 
Hearst  executive  told  King 
staffers  at  last  year’s  Christmas 
party  that  the  syndicate  was  in 
excellent  shape.  So,  said  Craft, 
staffers  are  puzzled  about  the 
seemingly  sudden  desire  to  save 
money. 

“This  is  a  real  traumatic  expe¬ 
rience  for  people,”  Craft  said. 
“It’s  still  less  than  a  year  since 
we  were  reassured  that  we  were 
doing  so  well.”  IH 


And  over 
30  layoffs  are  still 
in  the  offing  at  the 
syndicate,  which 
has  been  in  New 
York  since  1915. 
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It’s  the  ‘end  of  an  era’  for  King 

King  Features  Syndicate’s  plan  to  Mort  Walker,  who  has  done  “Beetle 
move  to  Florida  and  lay  off  over  30  Bailey”  for  King  since  1950,  added  that 


workers  is  drawing  mixed  reaction  from 
its  creators  and  rival  companies. 

Two  interviewees  remarked  that  the 
New  York-based  King  is  known  for  hav¬ 
ing  a  large  staff  of  longtime  employees, 
so  the  reorganization  plan  was  unex¬ 
pected. 

“It  did  surprise  me  a  little,”  said 
“Hagar  the  Horrible”  cartoonist  Chris 
Browne.  “King  always  had  sort  of  a 
family  feeling.  Maybe  that’s  part  of  a 
world  that’s  fading  fast,  but  I’m  sorry  to 
see  it  go.  There’s  more  to  life  than  just 
business.” 

He  added;  “There  may  be  sound  eco¬ 
nomic  reasons  for  doing  this,  but  I  can’t 
help  thinking  about  the  people.  A  lot  of 
people  who  invested  a  big  chunk  of  their 
lives  in  King  are  suddenly  scrambling  for 
jobs.  And  it  tends  to  be  the  working  stiffs 
who  get  the  boot,  not  the  executives.” 


companies  reorganize  and  downsize  “all 
the  time,  but  unfortunately  it  disrupts 
lives.  1  guess  it’s  necessary  for  compa¬ 
nies  to  complete.” 

Creators  Syndicate  president  Rick 
Newcombe  said:  “I  empathize  with  the 
employees  losing  their  jobs.  But  there’s 
no  question  that  leaner  operations 
reflect  the  reality  of  the  business.”  He 
noted  that  many  newspapiers  are  paying 
syndicates  “the  same  rates  as  30  years 
ago,”  and  that  there  are  fewer  compieti- 
tive  markets  buying  features. 

Newcombe  said  several  syndicates 
are  already  cutting  costs  by  outsourcing 
some  operations.  He  added  that  syndi¬ 
cates  may  find  it  necessary  in  the  future 
to  form  a  consortium  to  share  noncom¬ 
petitive  functions  such  as  production. 

“1  think  the  savings  could  be  substan¬ 
tial,”  Newcombe  said. 


Have  other  syndicates  done  what 
King  is  doing?  Newcombe  recalled  that 
the  1987-founded  Creators  had  to  lay 
off  some  pieople  during  its  first  year,  but 
never  repieated  that  action  because  it 
subsequently  kept  staffing  lean.  United 
Media  went  through  a  wrenching  reor¬ 
ganization  process  between  1992  and 
1994,  and  there  have  been  rejiorts  that 
at  least  a  couple  of  other  major  syndi¬ 
cates  cut  staff  since  then.  Often,  the 
pressure  to  pare  comes  from  the  parent 
coiporation. 

One  big  syndicate  —  Tribune  Media 
Services  of  Chicago  —  had  an  Orlando 
office  in  the  1980s  and  ’90s. 

TMS  president  David  Williams  said 
Orlando  is  a  “fine  place,”  but  added  that 
the  syndicate  prefers  Chicago  for  rea¬ 
sons  such  as  its  larger  size  and  the  pres¬ 
ence  of  the  Tribune  Co. 

Newcombe  concluded,  “It’s  the  end 
of  an  era.  The  whole  industry  has  asso¬ 
ciated  King  Features  with  New  York 
City.”  —  David  Astor 


‘Dilbert  war  of  words 


ilbert”  creator  Scott  Adams  has 
I  ■  written  a  new  hardcover  that’s 
already  topping  bestseller  lists. 

Those  following  the  war  of  words 
between  Adams  and  syndicated  media 
columnist  Norman  Solomon  will  be  par¬ 
ticularly  interested  in  reading  pages  252- 
259  of  The  Joy  of  Work:  Dilhert's  Guide  to 
Findinft  Happiness  at  the  Expense  of  Your 
Co-workers  (HarperBusiness). 

Adams  uses  those  eight  pages  to 
respond  to  last  year’s  The  Trouble  With 
Dilhert:  How  Corporate  Culture  Gets  the 
Last  Laugh  (Common  Courage  Press).  In 
that  book.  Solomon  argued  that  Adams 
and  his  comic  are  not  as  pro-worker  as 
they  seem  (E&P,  July  12,  1997,  p.  31). 

The  United  Media  cartoonist  started  his 
Solomon  section  with  this  quote:  “Critics 
can  be  very  annoying  when  they’re  right. 
But  they’re  much  worse  when  they’re 
wrong.  Your  first  reaction  might  be  to  hunt 
them  down,  strap  powerful  explosives  to 
their  bodies,  then  videotape  the  explosion 
to  use  later  as  a  screensaver.  .  .  .” 

Adams  added  that,  contrary  to  what  the 
“worst-selling”  Solomon  book  implies,  he 
doesn’t  totally  support  downsizing. 
Adams  wrote  that  downsizing  can  lower 
company  expenses  and  raise  stock  prices. 


but  also  disrupt  the  lives  of  those  fired  and 
increase  the  workload  of  survivors. 

As  for  Solomon’s  comments  that  big 
companies  pay  Adams  a  lot  for  speaking 
and  licensing  rights,  the  “Dilbert”  creator 
said,  “It  seems  to  me  that  the  ultimate  vic¬ 
tory  in  life  is  to  mock  large  corporations 
and  have  them  pay  me  to  do  it  while 
everyone  watches.” 

But  Solomon  questioned  why  the  car¬ 
toonist  doesn’t  spend  more  of  his  time 
talking  with  “unions  and  working  people.” 
He  also  wondered  why  the  subtitle  of 
Adams’  new  book  doesn’t  use  a  word  like 
“boss”  instead  of  “co-workers.” 

The  Creators  Syndicate  columnist 
added  that  his  book  quoted  the  entire 
e-mail  Adams  sent  in  response  to  his  ques¬ 
tion  about  downsizing. 

Was  The  Trouble  With  Dilhert  a  “worst- 
seller”?  Solomon  said  it  sold  about  7,(XX) 
copies,  but  generated  a  lot  of  attention 
from  newspapers  and  other  media. 

Solomon  concluded:  “Scott  Adams  has 
been  working  two  sides  of  a  very  lucrative 
street  for  a  long  time.  He  has  enormous 
resonance  among  office  workers  while 
major  corporations  send  big  checks  in  his 
direction.  You  can  ride  out  the  contradic¬ 
tion  only  so  long.”  —  David  Astor 
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Two  Comets  -  presses,  that  is  - 
due  to  appear  in  Northwest 


by  Jim  Rosenberg 

A  Comet  already  seen  in  Europe 
and  Africa  will  appear  in  the 
Pacific  Northwest  a  year  from 
now.  when  the  Koenig  &  Bauer  -  Albert 
press  begins  printing  dailies  in  central 
Washington  and  Oregon. 

As  far  back  as  Nexpo.  in  late  June. 
Washington's  Wenatchee 
World  signed  a  letter  of 
intent  to  buy  a  KBA 
Comet.  It  circulated 
cards  at  the  annual  trade 
show  advertising  the  sale 
of  its  existing  press  and 
directing  prospective 
buyers  to  a  portion  of  its 
Web  site  devoted  to  the 
press  (.see  story,  p.  32). 

Later  in  the  summer, 
the  Bend.  Ore..  Bulletin  confirmed  that  it. 
too.  will  buy  a  Comet.  The  single-wide, 
two-around.  semicommercial  press,  which 
KBA  prefers  to  characterize  as  narrow- 
web  (able  to  print  three  12V:"-wide  pages) 
has  a  history  of  installations  that  stretch 
from  Scandinavia  to  South  Africa. 


The  two  purchases  are  the  Comet's  first 
this  side  of  the  Atlantic  Ocean.  With  the 
exception  of  a  Commander  offset  press 
sale  dating  from  the  198()s,  the  press 
maker  headquartered  in  Wiirzburg.  Ger¬ 
many.  is  relatively  new  to  the  North 
American  newspaper  market. 

But  with  the  pair  of  Comets.  KBA  has 
cracked  a  third  segment  of  this  market; 

that  for  single-wide 
presses  among  small-  to 
mid-size  dailies. 

Until  now.  KBA’s 
U.S.  and  Canadian 
newspaper  sales  have 
been  limited  to  the  flexo 
business  that  grew  out  of 
its  acquisition  of  Motter 
Printing  Press  Co.,  and 
its  Colora  offset  presses 
—  mainshaft  and  shaft¬ 
less.  conventional  and  keyless. 

(KBA’s  three  areas  of  business  in  the 
U.S.  have  one  thing  in  common:  none  is 
subject  to  anti-dumping  duties  imposed 
after  a  government  investigation  conclud¬ 
ed  in  1996  that  Japanese  and  German 
companies  had  sold  large  newspaper 


presses  at  "less  than  fair  value.” 
Essentially,  the  finding  applied  to  double¬ 
wide  offset  presses  manufactured  in  the 
two  subject  countries.  KBA's  Colormax  is 
a  flexo  press;  its  Colora  is  now  made  in 
the  U.S.;  the  Comet  is  a  single-wide.) 

SIMILAR  CUSTOMERS 

More  than  Just  manifestations  of  the 
move  to  more  color  capacity,  flexibility 
and  automation  and  of  the  popularity  of 
semicommercial  presses  among  dailies  of 
almost  all  sizes,  the  purchases  represent 
the  buyers'  shared  interests  and  attributes: 

•  family  ownership 

•  headquarters  in  county  seats  in  the 
middles  of  their  adjoining  states 

•  circulations  of  Just  under  30.000 

•  printing  on  Goss  Urbanite  presses 

•  inspected  (together)  European  opera¬ 
tions  running  new-generation  single-wide 
presses 

•  decided  by  summer  on  similarly 
sized  presses  from  the  same  manufacturer 

•  building  new  plants  on  same 
schedules 

The  papers  had  almost  identical  objec¬ 
tives  and  supplier  assessments.  With  the 


Pair  of  similar 
dailies  will  install 
the  first  KBA 
single-wide  presses 
in  North  America 


Next  fall,  KBA  Comets  will  be  installed  with  room  for  expansion  in  new  plants  at  the  Wenatchee  (Wash.)  World,  with  provision  for  a 
dryer  (top),  and  Bend,  Ore.,  Bulletin,  with  two-high  former. 
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oldest  of  its  printing  units  dating  from 
1971,  the  six-day  World,  said  editor  and 
publisher  Rufus  Woods,  either  had  to 
refurbish  the  press  “or  look  to  the  future 
with  new  technology.” 

Besides  handling  what  commercial 
work  it  gets.  Woods  said  it  had  become 
clear  that  to  satisfy  advertisers  and  read¬ 
ers,  the  World  needed  more  color  capacity 
than  its  seven  units  (including  multicolor) 
now  offer.  Adding  color  units  to  the 
Urbanite  "would  have  added  a  substantial 
amount  of  labor  and  increased  our  waste,” 
he  said.  “It  just  didn’t  make  sense.” 

Also  Just  east  of  the  Cascade  mountains 
but  almost  300  miles  south,  the  Bulletin 
faced  similar  prospects  running  the  nine- 
unit  Urbanite  it  has  had  since  1980  with¬ 
out  splicers  or  “automation  of  any  kind,” 
according  to  operations  manager  Mike 
Greening. 

Already  taking  “a  lot  of  commercial 
printing,”  the  Bulletin  two  years  ago 
began  evaluating  its  needs  and  options, 
which  came  down  to  adding  splicers  or 
buying  a  new  press.  Greening  called  qual¬ 
ity  and  color  capacity  “the  biggest  driving 


force  to  buy  a  press,”  and  said  the  existing 
nine  units  “Just  doesn't  give  us  the  flexi¬ 
bility  that  we  need.” 

Though  originally  intending  to  expand 
the  press,  he  said,  that  “didn’t  give  us 
enough  automation,  it  would  have  required 
more  manning,  and  it  still  created  a  prob¬ 
lem  as  far  as  moving  into  our  new  facility.” 
With  all  the  operating  benefits  of  new 
equipment  and  a  move  in  the  cards,  “it  sud¬ 
denly  became  apparent  that  we’d  be  foolish 
if  we  went  any  other  way,”  said  Greening. 

NEW  PLANTS  FOR  NEW  PRESSES 

Not  long  after  the  press  is  installed  a 
year  from  now.  Bulletin  employees  from 
all  departments  will  move  into  a  73.(X)0- 
square-foot  building  designed  by  newspa¬ 
per  facilities  architect  Dario  DiMare. 
Greening  said  the  site,  on  a  10-acre  tract 
southwest  of  town,  will  be  annexed  by  the 
city  of  Bend  before  construction  starts. 

The  95-year-old  paper  moved  into  its 
current  quarters  in  1966,  and  since  then 
has  outgrown  three  or  four  additions. 

“This  gave  us  another  reason  to  buy  a 
new  press,”  said  Greening.  "So  we  didn’t 


have  any  down  time  and  it  made  the 
process  much  easier.” 

While  the  Bulletin  prepared  to  build  a 
new  facility  for  its  entire  operation,  the 
World  searched  for  a  roomier  production 
and  packaging  site. 

In  fact,  the  project  came  about,  said 
World  press  and  packaging  director  Bob 
Koenig,  because  “we  were  running  out  of 
room  in  packaging.”  While  exploring  the 
possibility  of  operating  a  remote  print  site, 
he  continued,  “we  found  an  old  fruit¬ 
packing  shed.”  Only  about  six  blocks 
away,  it  seems  to  meet  the  paper’s  needs, 
he  added,  noting  that  vacated  space  in  the 
existing  building  may  be  converted  for  use 
as  offices.  Blevins  Harding  Group  was 
retained  to  compare  the  costs  of  conver¬ 
sion  and  construction. 

The  World  takes  delivery  of  its  new 
press  next  August  and  expects  to  have  it 
up  and  running  by  December  in  a  plant 
linked  to  prepress  by  microwave.  But  for 
the  occasional  ad.  the  paper  is  fully  pagi¬ 
nated.  So  computer-to-plate  output,  said 
Koenig,  “makes  a  lot  of  sense  if  you  can 
get  plate  costs  down  to  where  you  can  Jus- 


I 


Now  you  can  zone  your  newspaper  editions  in 
less  time  and  virtually  never  stop  the  presses 
for  page  changes.  Since  early  1997,  on  edition 
experience  with  the  totally  shaftless  WIFAG 
OF  370  Page  Changing  Unit  press  proves  how 
capital  expenditure  and  operation  costs  are 
reduced.  Add  up-to-the-minute  news  without 
losing  a  second  of  productivity.  Start  improv¬ 
ing  productivity  and  profitability  now. 


Run  your  presses  non-stop, 
and  drive  production  and 
readership  to  higher  levels 
with  the  WIFAG  OF  370  Page 
Changing  Unit  press. 


Don't  Stop  the  Press! 


WIFAG 

VllFAG  PRESS  COMP.\.\Y.  64irGunby  Road.  .Marietta.  Ga  3006’ 
Contact;  Joe  Ondras.  Phone  "”0-850  851 1  -  Fax  "”0-850  8550 
VHFAG  AG,  3001  Berne  (Switzerland)  -  Phone  -l-■^l-31•339  33  33  -  Fax  -t-4l-31-339  36  66 
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tify  it.”  Should  that  happen,  he  added,  Nantes,  France,  factory  wasn’t  having  first  good  impression. 

“it’ll  be  something  we’ll  want  to  look  at  smooth  test  runs  and  the  Universal  in  pro-  Nevertheless,  while  they  looked  at 

pretty  hard.”  duction  at  an  R.R.  Donnelley  plant  was  others’  shaftless  equipment,  he  said,  the 

printing  black  only,  said  World  production  fact  that  KBA  “had  a  press  that  was  avail- 
SHOPPING  FOR  SINGLE-WIDES  chief  Koenig.  He  and  prepress  technology  able  ...  in  the  short  turnaround  that  we 
Clinching  the  decision  to  replace  the  director/MIS  manager  Stephen  Schroeder  [Bend  and  Wenatchee]  both  needed  made 
Bulletin's  single-wide,  two-around  Ur-  ,  checked  the  European  operations  “with  a  it  even  more  attractive.” 
banite  with  a  newer,  “semicommercial”  i  fine-tooth  comb,”  said  Woods.  As  the  guy  who  would  sign  the  contract 

model  were  newsprint  and  labor  savings  With  Comets  running  since  1995,  and  the  check.  Woods  wanted  both  quality 
over  the  next  20  years,  according  to  Koenig  and  Greening  observed,  KBA’s  and  economy  —  not  least  because  the 

Greening.  Such  savings  —  reduced  labor,  single-wide  had  the  advantage  of  a  track  World  already  was  winning  regional 

less  printed  waste,  a  shorter  cutoff  and,  record.  (For  one-around  machines,  how-  awards  for  quality  color  and  black  print- 

eventually,  a  narrower  web  width  —  “will  ever,  both  Goss  and  MAN  had  operating  ing  on  its  Urbanite.  “We've  got  great 

pay  for  the  press  in  a  very  short  time,”  he  installations  before  KBA  shipped  its  first  reproduction  here  on  a  very  old  press.”  he 

said.  Continental.)  remarked.  But  it  is  achieved,  he  added,  at 

In  selecting  a  press.  Woods  said  manu-  Both  Koenig  and  Greening  also  said  the  cost  of  running  several  hundred  copies 
facturers’  technology,  press  quality  and  they  were  ultimately  convinced  by  KBA’s  before  getting  “a  good,  consistent  print.” 
financial  health  were  all  considered.  He  quality.  Greening  described  the  first  stop.  Woods  accompanied  the  others  on  a 
cited  “dramatic  and  astonishing”  differ-  in  Carlisle,  England:  “Watching  the  36th  second  trip,  this  time  to  visit  KBA’s 

ences  in  quality  discovered  when  Bulletin  paper  come  off  as  a  sellable  copy  with  Wurzburg  factory  and  other  Comet  users, 

and  World  managers  traveled  to  several  color,  we  were  truly  impressed.”  In  contrast  to  his  own  pressroom,  most 

European  sites  to  see  the  new  generation  While  thinking  the  Comet  “offered  Comet  runs  they  observed  were  in  regi.ster 

of  single-wide  presses  from  Goss  Graphic  everything  we  needed  to  achieve  our  goal  within  50  to  100  copies  —  and  remained 

Systems,  MAN  Roland  and  Koenig  &  with  a  newspaper  and  commercial  press  as  so  “going  up  to  full  speed.”  Even  after  an 
Bauer  -  Albert.  a  single  press  line,”  Greening  said  he  and  emergency  stop,  he  recalled,  colors  in  the 

At  the  time,  MAN’s  first  Uniset  70  was  others  remained  undecided,  wondering  if  last  copy  were  in  register.  (Achieving  and 
just  starting  up,  the  Universal  70  in  Goss’  they  might  not  have  been  prejudiced  by  a  holding  register  is  among  the  advertised 

benefits  of  shaftless  presses,  and  the 
Comet  was  the  first  KBA  press  to  be 
equipped  with  shaftless  drives.) 

Woods  noted  that  the  consequent 
reduction  in  printed  waste  would  translate 
to  big  savings  for  his  paper’s  three  edi¬ 
tions  and  for  commercial  work. 

KBA  also  wanted  to  show  the  shoppers 
a  Comet  in  Spain.  When  Greening  asked 
instead  to  see  one  in  Denmark  that  "was 
almost  an  identical  configuration”  to  that 
under  consideration  for  Bend,  “they 
offered  to  show  us  both,”  he  said.  With 
visits  to  both  sites  only  a  week  away. 
Greening  said  he  knew  there  would  be  lit¬ 
tle  chance  for  KBA  to  show  off  anything 
more  rehearsed  than  a  regular  print  run. 

He  said  the  press  in  Spain  ran  an  IFRA 
test  to  check  quality,  and  in  Denmark 
(where  the  Nykobing  Folktidende  has  a 
circulation  very  close  to  those  of  the 
World  and  Bulletin),  “we  saw  the  same 
performance  ...  we  did  everywhere  else 
—  either  in  a  commercial  shop  or  in  a 
newspaper.”  He  said  all  returned  con¬ 
vinced  the  press  offered  not  only  the 
sought-after  quality,  economies  and  con¬ 
figurability,  but  also  “the  expandability  . . . 
to  carry  us  through  for  the  next  20  years.” 

Managers  at  both  newspapers  separate¬ 
ly  cited  matters  of  family  and  foundry  as 
figuring  in  their  decisions.  Woods,  whose 
family  owns  and  works  at  the  World,  liked 
the  fact  that  KBA  was  a  family-controlled 
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business  with  a  reputation  for  delivering 
as  much  or  more  than  it  promises. 

Greening  noted  that  from  frames  to 
final  components,  "they  don't  outsource 
anything.  .  .  .  They  have  complete  control 
of  the  quality.” 

"They  have  their  own  foundry,  they 
make  their  own  gears,”  Woods  added, 
remarking  that  the  Comet  “is  amazingly 
quiet.” 

WHAT  THEY  BOUGHT  .  .  . 

KBA’s  German  personnel  will  manu¬ 
facture  the  Comets  and  assist  in  their 
installations.  The  Web  Press  Division  of 
KBA  North  America  Inc.  (formerly  KBA- 
Motter  Corp.)  will  service,  support  and 
supply  parts  for  the  presses. 

The  65.(KX)-cph  presses  are  almost  the 
same  in  size,  configuration  and  provision 
for  expansion.  Wenatchee  will  have  32 
couples  in  stacked  H-type  units,  four  on 
each  side  of  a  KF  64  2:3:2  jaw  folder  and 
KBA  quarter  folder,  with  four  Amal  auto¬ 
matic  reelstands.  In  what  Greening  said 
will  be  "equivalent  to  14  Urbanite  units,” 
Bend  will  have  28  couples  (7  H-type 
units),  with  four  reelstands.  Upper  and 
lower  former  boards  over  its  central  KF 
64  folder  and  quarter  folder  will  allow 
printing  of  up  to  four  sections. 

The  installations  include  KBA  Patras 
M  reel-loading  units  (three  for  Bend,  two 
for  Wenatchee),  KBA  Drivetronic  shaft¬ 
less  drives,  two  control  consoles  each  and 
RIP  interfaces  for  presetting  the  presses 
directly  from  digital  prepress  data. 

Once  installed,  the  World's  Comet  will 
be  made  ready  for  future  heatset  printing 
by  supporting  a  dryer  and  chill  rolls  over  a 
future  extension.  KBA  North  America 
newspaper  sales  and  marketing  director 
Gary  Owen  said  that  although  Wenatchee 
is  "more  in  line  with  that  thinking  at  this 
point .  . .  Bend  could  add  it  Just  as  easily.” 

.  .  .  AND  WHY  THEY  BOUGHT  IT 

World  weekday  editions  now  average 
about  30  pages  (Sundays  average  40).  Its 
new  press  will  allow  it  to  print  32  pages  in 
process  color  running  one  web  through 
each  stack,  or  tower.  Woods  was  happy 
with  the  prospect  of  reduced  makeready 
through  use  of  the  same  straightforward 
web  leads  every  day. 

“If  we  need  more  pages  than  that,  we 
feel  we  can  do  a  pre-run.”  said  Koenig, 
who  added  that  while  saving  time  and 
waste,  it  would  also  put  more  pressure  on 
the  packaging  operation. 

On  the  revenue  side.  Woods  said  the 


Growth  drives  color, 
capacity  and  construction 


“l  f  e  have  enormous  color  capacity 
W  needs,”  Bend.  Ore.,  Bulletin 
publisher  Gordon  Black  remarked,  com¬ 
plaining  of  “always  trading  off  news  and 
ad  color”  and  moving  color  between  ads. 

With  a  semicommercial  press  to  go 
into  a  facility  now  under  construction. 
Black  said  the  Bulletin  will  aggressive¬ 
ly  promote  color  to  advertisers  and 
commercial  print  customers.  For  now, 
however,  the  paper  continues  to  delay 
and  sometimes  turn  away  commercial 
work,  owing  to  tight  scheduling  and 
inadequate  press  capacity,  he  said. 

Cited  by  the  Oregon  Newspaper 
Publishers  Association  as  the  state’s 
fastest-growing  daily  for  the  past  three 
years,  its  audited  March  circulation  was 
up  2V4%  from  March  1998.  That’s  a 
circulation  of  more  than  28,200  copies 
in  a  town  of  Just  over  26,000  people, 
according  to  Editor  &  Publisher  Inter¬ 
national  Year  Book's  1998  estimate.  It 
is  the  seat  of  Deschutes  County,  where 
the  number  of  households  has  grown  to 
an  estimated  42,400  from  the  29,000 
counted  in  the  1990  U.S.  Census. 

The  paper  boasts  in-city  penetration 
of  80%,  and  Black  reports  reaching 
60%  throughout  a  three-county  area 
where  his  is  the  newspaper  of  record. 

“But  that’s  not  good  enough,”  he 
insists,  “because  we  are  becoming  more 
and  more  a  regional  newspaper.”  More 
circulation  over  a  wider  geographic  area, 
he  said,  requires  production  and  distrib- 


decision  to  become  a  full-color  newspaper 
arose  because:  “We  think  demand  for 
color  is  going  to  be  critical.  I  think  people 
are  going  to  want  outstanding  quality 
color,  full  color,  everywhere  in  the  paper.” 
Regardless  of  where  an  advertiser  asks  for 
color,  he  added,  “we’re  delivering  it.” 

As  for  costs  in  a  pressroom  that  already 
runs  some  commercial  Jobs  and  will  be 
able  to  do  more  with  its  new  press.  Woods 
remarked.  “If  we’re  able  to  get  additional 
work,  we'll  be  able  to  do  that  without 
adding  staff;  if  we  don’t,  we'll  be  able  to 
reduce  our  staffing.” 

Running  three  four-color  leads  and  two 
black-only  webs  through  the  seventh,  sin¬ 
gle  H-type  unit,  the  Bulletin  can  print  a 
40-page  edition  with  24  pages  in  full 


ution  efficiencies  that  cannot  be  extract¬ 
ed  from  the  existing  plant  —  in  a  build¬ 
ing  that’s  already  seen  three  additions. 

“We’re  on  a  collision  course  if  we 
stay  here  —  courting  disaster,  with  late 
papers  delivered  all  over  the  place,” 
said  Black. 

Besides  more  aggressively  promot¬ 
ing  and  selling  color  to  local  and  region¬ 
al  advertisers  and  commercial  cus¬ 
tomers,  the  publisher  said,  the  Bulletin 
constantly  reviews  its  sectioning  ability 
and  local  coverage. 

That’s  meant  more  coverage  of  out¬ 
lying  communities,  “which  puts  more 
pressure  on  your  distribution  —  which 
puts  more  pressure  on  the  flexibility 
you  need  for  your  production  opera¬ 
tion.”  he  said.  “So  we’re  creating  some 
of  our  own  problems  in  pursuit  of 
opportunities.” 

Why  so  healthy  in  such  a  relatively 
remote  location  east  of  the  Cascades 
and  west  of  the  high  desert?  That  loca¬ 
tion  is  one  answer:  As  Black  notes,  it  is 
a  place  of  great  natural  beauty  and 
year-round  outdoor  recreation.  In  other 
words,  tourism  is  a  big  economic  factor. 

Business  is  boosting  the  area’s  pop¬ 
ulation.  A  small  but  growing  number  of 
high-tech  companies  are  popping  up, 
said  Black.  And  while  not  anticipating 
the  arrival  of  any  industrial  giants,  he 
did  note  that  aircraft  manufacturer 
Lance  Air  had  Just  opened  a  facility  by 
the  local  airport.  —  Jim  Rosenberg 


color.  Other  leads  could  sacrifice  some 
process  color  to  increase  pagination  and/ 
or  spot-color  availability,  if  desired.  The 
paper  now  averages  over  -14  pages  daily. 
42  on  Sunday. 

Citing  a  sound  advertising  base  and  cir¬ 
culation  growth  (to  28.211  from  27.583, 
according  to  Audit  Bureau  of  Circulations 
figures  through  March  3 1  of  this  year  and 
last).  Greening  said  family-owned 
Western  Communications’  flagship  paper 
has  moved  to  seven-day  publishing,  with 
early  and  late  weekday  editions. 

"For  at  least  the  third  year  in  a  row”  the 
Bulletin  has  been  the  state’s  fastest-grow¬ 
ing  newspaper,  said  Greening,  who  sees 
"all  sorts  of  positive  things  happening  in 
central  Oregon.”  IB 
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QuesHons  And  Answers  We've  Heard 
Over  Three  Decades  (Or  So)  From  Those 
likeahle  Enjks  Sometimes  (Onen)  Found 
m^)  Behind  The  Pack  * 


Offset  Printing:  “I  think  I’ll  wait  and  see  if  it’s  just  a  trend.” 
Front-End  Systems:  “A  lot  of  money!”  “What  will  I  get  for  it?” 
Pagination:  “We  do  it  faster  with  waxers  and  Exacto  knives!” 

Advertising  Networks:  “I’ll  eventually  land  national 
(or  regional)  advertisers  myself.  Why  should  I  cut  the  rate 
and/or  pay  the  commission?” 

Market  Share:  “What’s  that?  I’m  just  interested  in  margin.” 

Online  Systems:  “Nobody’s  making  any  money; 
why  should  I  bother— yet?” 

E-Commerce:  “E-What?” 


Newspapers  are  making  money  online  while  protecting 
their  invaluable  franchises  from  a  variety  of  predators, 
many  of  whom  are  also  making  a  lot  of  money— some  of 
which  used  to  be  ours. 

Media  companies  are  making  money  at  an  accelerating 
rate  through  “e”  or  electronic  commerce. 

Like  To  Join  Them? 

Those  who  want  to  find  out  how  are  reading  E-Commerce: 
A  Media  Money  Maker  -  a  major  study  of  electronic  com¬ 
merce  on  newspaper,  television,  radio  and  magazine  web 
sites. 

Some  are  still  in  the  newspaper  business. 
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E&P  RESEARCH  REPORTS 


Send  me _ copies  of  “E-Commerce:  A  Media  Money  Maker”  at  $295  each 

Send  me _ copies  of  “Online  Directories:  Pathways  to  Profit?”  $295  each 

Special  Offer  for  Charter  Subscribers 

J  I  want  all  six  reports  in  the  1998-99  series  at  the  low  price  of  $1,150.00 

(a  35%  savings  -  offer  valid  through  November  15) 

Name 
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Zip 

Phone 

Fax 

r 

E-mail 

URL 

Payment  Information 

J  My  check  is  enclosed 

(U.S.  funds  only,  payable  to  Editor  &  Publisher)  Check  must  be  through  U.S.  bank. 

J  Bill  my  credit  card  J  AMEX  J  VISA  J  MC 

Card  #: _ 

Signature: _ Exp.: _ 

Mail  or  Fax  to:  Michael  Troxler,  The  Editor  &  Publisher  Company, 

11  W.19"  St.,  New  York,  NY  10011-4234 
•  Tel;  (212)  675-4380  ext.  285  •  Fax;  (212)  929-1894 

CA.  CO.  DC.  IL,  NY  and  Canada  please  add  appropriate  sales  tax.  International  deliveries 
outside  the  U.S.  or  Canada  add  $25  for  delivery  and  handling. 


Where  You'll  Find  the  Powers  of  the  Press.' 


CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  mattw@mediainfo.com 


FEATURES 

AVAILABLE 


_ ASTROLCX5Y _ 

ASTROLOGY  EVERYDAY 
Daily  horoscopes  designed  fo  infegrofe 
seemlessly  into  your  newspaper  web 
site.  We  do  all  the  wark  and  its  FREE! 
Call  Boldly  Interactive  (206)  654-7919 
or  E-mail:  sales@boldly.com 

Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data  .com 

AUTOMOTIVE 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 

CARTOONS 

Experts  under  the  age  of  1 0  agree: 

Your  Newspaper  is  BORING! 

Night  Lights  &  Pillow  Fights:  the  new 
feature  from  Reuben-Award-Winning 
Illustrator.  Guy  Gilchrist  packages  in¬ 
teractive  games,  fun  facts  and  illustrat¬ 
ed  verse  into  a  cohesive  unit  kids  love. 

Call  (888)  822-8398  for  a  free  sample 


_ CREDIT  CARDS _ 

“DEBTSMART"  is  a  weekly  column 
dedicated  to  showing  your  readers 
how  to  save  thousands  of  dollars  in 
interest  charges  on  their  credit  cards 
and  loans. 

Press  One  Publishing  (888)  775-4410 
http:/ /www.debtSmart.com 

ENTERTAINMENT 

“  Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

I  HEALTH  &  FITNESS 

ARTICLES,  FILLERS,  graphics  and 
photas  all  inclusive.  Established  Stand- 
Alone/Monthly  health  &  fitness  news¬ 
paper  alsa  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)  639-5484 
NEW  LIVING  NEWS  SERVICE 


_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941 . 

(914)  692-4572 
Fax  (91 4)  692-8311 

WHY  REHASH  the  same  tired  cov¬ 
erage  of  movies  when  they  come  out 
on  tape  --  especially  when  you  can  run 
a  weekly  video  column  by  a  seasoned 
reviewer  who's  written  2,000  features 
for  major  dailies?  Eclectic  column  focus¬ 
ing  on  less-hyped  movies  and  new-to- 
tape  oldies  makes  your  coverage  dis¬ 
tinctive,  not  redundant. 

Contact  PaulSh@aol.com 


NEWSAAAKERS  PHOTO  SERVICE 

Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 


CAN  YOU  HACKETT? 

Variety  Puzzles  Since  1 981 
Free  Samples  -  Wide  Appeal 
(877)  201 -7630  Toll  Free 

PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-761 7 

REUGIONNEWS 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 

Run  your  ad  for  12,  26, 
39  or  52  issues  to  increase 
awareness  while  benefitting 
from  our  low  contract  rates. 

CaU  (212)  6754380 
[  ext.  171,  173 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 


'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  379-2797/(727)  786-5930 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Bax  579,  Landrum,  SC  29356. 

THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http:/ /www.bolitho.com 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  33767.  No  obligation  of  course. 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 

CASH  OUT.  Merger/Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1983, 
(614)  889-9747.  www.jmpc.net 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


PHILUPS  PROPERTIES,  INC. 
Cansultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  Ai  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


THOMAS  C.  BOLITHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  indust,-y'' 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421 -9600 
E-mail:  bolitho@bolit‘ia.com 
http://www.bolitKo.com 


NEWSPAPERS  FOR  SALE 


CURRENT  LIST 
GOTO 
cribb.com 


FREE  LIST:  18  properties,  from  sub¬ 
urban  shopper  to  group  of  5  profitable 
weeklies.  John  E.  van  der  Linden, 
broker,  P.O.  Box  275,  Spirit  Lake,  lA 
51360.  (712)  336-2805. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sole. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEWSPAPER  BROKERS 


)  Thousands  of  Papers  Sold.... 

I  We  have  sold  thousands  of  publishing  companies  since  1923 

;  _ P/ease  call  to  discuss  your  options  in  a  sale. 

I  :  Confidential  Appraisal  for  Bolitho-Cribb 

^  T &  Associates 

,  ^  Bank,  Tax,  Stock,  Assets  Publication  Brokerage  & 

‘  j  p  ^  Appraisals  since  1923 

t  publications  for  sale,  go  to  406-586-6621 

’  www.cribb.com  Fax  406-586-6774 

'  JohnT.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email:jcrlbb@>imt.n«t 


NEWSPAPERS  FOR  SALE 

NICE  MIDWEST  WEEKLY 

One  of  the  best!  Family  owned 
midwest  Weekly  with  $500,000 
revenue.  Cash  flows  $190,000  to 
owner.  Great  opportunity  in 
wholesome  area.  Priced  right.  Owner 
will  finance  for  qualified  buyer. 
Rickenbacher  Media,  (214)  265-9300 


NORTHERN  NEW  ENGLAND  weekly 
newspaper  grossing  $285,000.  Reply 
to  Box  08665,  Editor  &  Publisher. 

PACIFIC  NORTHWEST  MONTHLY 
trade  publication  for  antique  and  coun¬ 
try  stores  in  4  western  states,  leading 
publication  in  strong  Seattle-Portland 
market.  Call  Linda  (360)  736-871 6  or 
E-mail:  ocelot@lc)calaccess.com 


SOUTH  FLORIDA  FREE  COMMUNITY 
WEEKLY.  News  oriented.  Great  oppor¬ 
tunity  for  selling/editorial  team.  Call 
(954)  486-4881  or  Fax  inquiry  (954) 
486-4880.  $450K. 


SOUTHWESTERN  Ohio  monthly  Chris¬ 
tian  tab  sized  newspaper.  Great  niche 
advertising.  $85,000  gross  third  year. 
Turnkey  operation  with  support.  Owner 
retiring.  $80,000.  Terms  negotiable. 
Call  Mark  at  (51 3)  743-6397  or  (937) 
439-1640. 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  jjr ,  ^ 

Newspapers  i  ' 

cheek  our  Kifm’iiws 
(21-*)  265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
("31  IX-sc'o  Dr,  D.ilhi>.  TX 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  awners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 


NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
I  the  community  division  of  Hollinger 
j  International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
I  Chicago,  IL  606 11 

I  (312)321-2673 


PUBLICATIONS  FOR  SALE 

MAINE'S  premier  business  publication, 
four  years  young,  $400K+,  ready  for 
more  growth.  Downtown  Portland  loca¬ 
tion.  Enjoy  the  Maine  lifestyle  in  an 
active,  vibrant  market.  Reply  to  Box 
08657,  Editor  &  Publisher. 


TRADE  ASSOCIATIONS 

AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
GO-AAIND,  fax:  (407)  774-6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


Editor  &  Publisher;  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROd^ 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 


Process  camera  equipment 
Brown  Commodore  Model  24  Camera 
80"  Ascorlux  Pulsed  Xenon  Camera 
light  and  Boxiight  system 
GAM  III  Automatic  Gamma  Control 
Kodalith  Model  324B-N  Film  Processor 
(55"x39") 

Above  equipment  is  being  removed 
from  daily  newspaper.  All  operational 
or  could  be  used  for  replacement  parts. 
Contact  Pat  jetton,  Durango  Herald, 
P.O.  Drawer  A,  Durango,  CO  81 302. 


2  ADD  ON  POCKETS 
Muller  Martini  227  inserting  machine 
Will  sell  as  is  or  rebuilt 
Call  (903)  596-6250 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 


j  MAILROOM  EQUIPMENT  ! 

1  Standlee  and  Associates,  Inc.  | 

j  (407)  273-5218  Fax  (407)  273-9011 

i  MULLER  MODEL  227S  4  into  1  Inserter 
Can  be  seen  operational 
$58,500.  Call  (501 )  967-3595 

PRE-OWNED  MAILROOM  Equipment 
i  Bill  Kanipe,  ALTA  GRAPHICS,  INC. 

I  (770)  428-581 7  Fax  (770)  590-7267 

j  Refurbished  add  on  pockets 

i  MULLER  MARTINI  227 

KANSA  320  and  480  AVAILABLE 
!  Call  Mid-America  Graphics  at 

I  (800)  356-4886, 

I  www.midamericagraphics.com 

E-mail:  dkgeorge@midamerica- 

I  graphics.com 

— 

!  STACKER,  STRAPPING  MACHINES 
!  and  Truckloaders  for  sale. 

I  Call  Greg  Brown  (561)  820-4605 

I  NEWSPRINT  FOR  SALE 

30# -28# -25#- ALL  SIZES 
;  BEHRENS  INTERNATIONAL  -  N.B.  CA 
(949)  644-266 1 ,  Fax  (949)  644-0283 

;  PRESSES 

I  HARRIS  (V-15A)  JF-7  Folder  with 
I  upper  Former  and  Decking.  30-HP 
I  Drive  and  Motor.  Excellent  for  creating 
2-section  newspapers.  Call  (309)  691- 
I  8511. 


!  6  UNIT  GOSS  Urbanite  800  series 
j  press,  22  3/4"  cut-off,  two  folders. 

I  One  folder  equipped  with  Quarter 
■  folder.  Second  folder  equipped  with 
upper  former,  275  H.P.  motors  and 
j  drives.  Complete  press  with  rollstands. 

,  Currently  printing  very  good  quality. 

Can  be  seen  running.  Available  now. 

I  Please  call  (360)  629-9170.  All 
I  messages  returned.  $385,000. 

;  8  UNIT  HARRIS  V-15D  Press,  22  3/4" 

I  cut-off  1981,  Brush  Damping,  3  units 
[  equipped  with  running  circumferential 
:  register.  One  JF-25  folder  equipped 
I  with  upper  former  and  Quarter  folder. 

Complete  press  with  8  position 
1  rollstands.  75  H.P.  motor  and  drive. 

I  Currently  printing  very  good  quality. 

!  Can  be  seen  running.  Available  now. 

1  Please  call  (360)  629-9170.  All 
i  messages  returned.  $275,000. 
i 

■  j  INLAND  NEWSPAPER 

MACHINERY  CQRPORATION 
Serving  the  newspaper  industry  since 
I  1910.  Please  call  us  -  we  specialize  in 
j  quality  pre  owned  web  presses. 

■  i  1  (800)  255-6746 

-  i  Fax:(913)492-6217 

I  www.inlandnews.com 

j  KING  PRESS  KJ8  folder  with  DOUBLE 
PARALLEL,  Cross  Perf.  &  75  H.P.  Drive. 
Call  John  Newman  (913)  648-2000 


METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 

SUBURBAN  PRESS  PARTS,  4  units. 
Folder,  drive  motor,  2  ribbon  decks,  R/ 
stand.  Call  Jr.  Taylor  (561 )  820-4632. 

WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
_ graphics.com _ 

LOOKING  FOR  used  linographic- 
recorder  500/ 530  or  560.  If  you  nave 
I  one  for  sale  -  call  Gene  Stepp  at  (814) 
736-9666  or  fax  information  to  (814) 
736-9012. _ 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED,  1 0  to  20  station  telemarket- 
I  ing  auto-dial  system.  Please  call 

Mike  Kapp  (760)  806-1 770 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-58 1 7  Fax  (770)  590-7267 


INDUSTRY 

SERVICES 

CIRCULATION  SERVICES 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
WWW.  metro-news .  com 

13  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation .  net 

BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


CIRCULATION  SERVICES 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 

CIRCULATION  SERVICES,  INC. 
20%  PAID  Telemarketing  Guaranteed 
Comprehensive  Verification  Reports 
Consumer  Surveys  with  Logic  Q&A 
Specific  and  Non-Pub  Databases 
Highest  Quality  at  Lower  Rates 
Andrew  Orr  (888)  343-0470 


CIRCULATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

LOennis  McQuillan 
(800)  260-9823 

JOHN  A.  BURKE 
Circulation  Sales  &  Training 
Phone/Fax  (516)  588-2735 

LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)  890-7272 


CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEAMRKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOMZGONC 
(800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jocqui  Tezyk,  Denise  Zagnoli 
(800)  671-1230  mpbarton@aol.com 

SPECTRUM  MARKETING  SERVICES 
A  teleservices  solution  for 

•  Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

•  NIE  fund  raising 

Call  Doug  Reese  at 
(800)  972-6778 
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INDUSTRY 

SERVICES 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel;  (303)  791-3301 
http:/ /www.fakebrains.com 

INTERNET  SERVICES 

SEE  WHY  publications  are  making 
money  and  Realtors  are  getting  results 
with  the  HomeSeller. 

View  at  www.homeseller.net 
(800)  574-3703  or  info@paper.net 

INVESTIGATIVE  CONSULTANT 

LICENSED  PRIVATE  INVESTIGATOR 
with  master's  in  journalism  and  5  years 
daily  police  reporting  experience  offers 
consulting  and  research  to  all  print  and 
broadcast  outlets.  Offers  extensive  con¬ 
tacts  to  information  brokers  and 
investigators  worldwide. 

Call  (800)  725-3056 


OPERATIONS  CONSULTANTS 

FACILITIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 

Telephone  (727)  586-3509 
Walt  Hempton,  Consultant 
Print  Media  &  Graphics 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


PRESSRCX>M  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


NEWSPAPER  EXECUTIVE  SEARCH 


_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 

PREPRESS  AND  WEB  PRESS  training 
for  single  or  double  width  newspapers. 
Consulting  and  equipment  repair. 
Newspaper  Production  &  Research 
Center  (405)  524-7774 

NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

“Executive  search,  recruitment  and 

placement  services. ..to  fit  your  needs.” 

Haas/Watkins  &  Associates 

713-977-8955  Fax  713-334-4180 

e-mail:  rhaas^  rhaas.com 

Ron  Haas  | 

AND 

SERVICES 


Newspaper  Handling  Systems 

Did  you  know...  9^? 

■Conveying  aStacking  aWropping 
■Strapping  aCart  Loading  aControls 

31.28%  of  all  new  telemarketing 
start  orders  written  are  either 
never  started,  started  with  a 
delivery  problem  or  no  good. 

Source:  Ver-A-Fast  Corporation,  1998  data 
1-800-327-8463 

For  The  Best  Call! 

4800  NW  1 57th  Sheet 

Miami,  FL  3301 4-6434  Mj mjmmjlmj 

Phone:  (305)  623-8700  mmmmmM  M 

www.quipp.com 

For  rates  and  information 

INTEGRATED  NEWSPAPER  PUBLISHING  SYSTEMS 

call  or  e-mail 

(212)  675-4380 

www.linopress.com 

Hazel  Preuss  ext.  171  hazelp@mediainfo.com 

Matt  Wilcox  ext.  173  mattw@mediainfo.com 

or  Call;  Rick  Shafranek  at  516-434-2077 

email:  rick.shafranek@linopress.com 

Schedule:  November  7  •  December  5 


www.mediainfo.com 
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CLASSIFIED 


HELP  WANTED 


_ ACADEMIC _ 

DOaORAL  ASSISTANTSHIPS 

The  Universify  of  Tennessee  seeks  ouf- 
sfanding  candidafes  for  doctoral  sfudy. 
Coursework  emphasizes  communica¬ 
tion  theory  and  research.  Journalism, 
advertising,  broadcasting.  Public  Rela¬ 
tions,  speech  communication,  and 
information  sciences  concentrations. 
M.S.  degree  and  GRE  required.  2-3 
years  coursework,  plus  dissertation. 
Teaching  assistantships  possible. 
Application  for  fall  1 999  due  March  1 . 
Also,  M.S.  in  media  management.  Con¬ 
tact  Dr.  H.  Howard,  Communications, 
University  of  Tennessee,  Knoxville,  TN 
37996-0347. 


THE  DEPARTMENT  of  Journalism  at 
The  University  of  Arizona  seeks  a 
tenure-track  assistant  professor 
beginning  1999.  Substantial  relevant 
professional  background  required. 
Ph.D.  preferred,  master's  degree 
required,  teaching  experience  desira¬ 
ble  (Journalists  who  have  achieved 
national  prominence  will  be  considered 
regardless  of  degree  status).  The 
department's  needs  include  graphic 
design,  computer-assisted  reporting, 
multimedia  and  online  journalism.  Suc¬ 
cessful  candidates  should  also  be  pre¬ 
pared  for  teaching  assignments  in  the 
usual  array  of  courses  offered  by  an 
accredited  program.  Applicants  must 
conduct  research  and/or  creative 
activity  and  must  be  prepared  to  write 
and  publish  in  academic  or  pro¬ 
fessional  publications,  or  both.  The 
department  has  210  undergraduate 
majors  and  is  fully  accredited  by  ACEJMC. 
Send  letter,  resume  and  three  letters  of 
recommendation  to  Jim  Patten,  Head, 
Department  of  Journalism,  The  University 
of  Arizona,  Tucson,  AZ  85721 .  Applica¬ 
tion  review  begins  November  1 6  and  will 
continue  until  the  position  is  filled.  The 
University  of  Arizona  is  an  EEO/AA 
employer. 

M/'YY/D/V 

ADMINISTRATIVE 

CHIEF  FINANCIAL  OFFICER 
Santa  Barbara,  CA 

Thriving,  progressive  national  media 
placement  firm  seeking  CPA  to  expand 
company  to  next  level.  Candidate  will 
hold  high-profile  position  as  a  key 
member  of  management  team,  will 
guide  company  success,  integrating 
strategic  plans  with  long  and  short 
term  budgets.  While  ensuring  com¬ 
pliance,  candidate  will  provide  strategic 
business  perspective  with  emphasis  on 
building  an  infrastructure  to  support  con¬ 
tinued  growth.  Will  maximize  investment 
return,  limit  risk  while  responsible  for 
overall  management  of  accounting  and  IS 
departments.  Will  advise  owners,  key 
management  as  needed.  Generous  com¬ 
pensation  package  Visit  us  at 

WWW.  marketmed  ia .  com 
and  mail  resumes  and  salary  history 
to: 

Valerie  Janssens 
Market  Place  Media 
26  Castilian  Drive 
Santa  Barbara,  CA  93117 
Fax:  (805)  968-8003 


_ ADMINISTRATIVE _ 

GENERAL  MANAGER  -  Growing 
group  of  newspapers  in  Colorado 
seeks  an  experienced  individual  to 
head  its  weekly  division.  Must 
understand  all  aspects  of  the  business, 
including  functioning  as  a  leader  in  the 
community.  Must  like  participating  in 
an  editorial  board  and  writing 
editorials.  Must  direct  a  news  opera¬ 
tion.  Strong  skills  in  advertising,  circula¬ 
tion,  and  marketing  are  necessary. 
Respect  for  the  bottom  line  is  a  must. 
Must  be  willing  to  contribute  as  part  of 
the  company's  management  team. 
Excellent  salary  and  benefits.  Please 
respond  to  Box  08648,  Editor  &  Pub¬ 
lisher. 


GENERAL  MANAGER 

Add,  Inc.,  a  division  of  employee- 
owned  Journal  Communications,  has  a 
General  Manager  position  available  in 
the  Milwaukee  suburb  of  Hartland,  Wl. 
Candidates  for  this  key  position  must 
have  extensive  newspaper  manage¬ 
ment  experience,  a  sales  achievement 
track  record,  education  and  skills  in 
communication,  and  must  be  flexible 
and  committed  to  the  organization. 
This  individual  is  responsiole  for  all 
aspects  of  day-to-day  operations  of 
a  statewide  automotive  publication 
including:  account  sales,  sales  manage¬ 
ment  and  development,  distribution,  tele¬ 
marketing,  budgeting  and  staffing. 
Benefits  include:  medical  and  dental 
insurance,  life  and  AD&D  insurance, 
short-term  and  long-term  disability  insur¬ 
ance,  profit  sharing,  401  (k)  retirement 
program,  pension  plan,  employee  stock 
ownership  option  and  incentive  bonus 
program.  Send  cover  letter  and  resume  to: 

Add  Inc. 

Attn:  Peter  Vanden  Bush 
P.O.  Box  609 
Waupaca,  Wl  54981 
EOEM/F 


PUBLISHER  -  The  Yakima  Herald- 
Republic,  a  40,000  circulation  daily, 
has  an  immediate  opening.  Attractive 
candidates  will  have  experience  either 
as  publisher  at  a  small  or  medium¬ 
sized  daily  newspaper  or  department 
manager  with  cross-functional  experi¬ 
ence  at  a  comparable  or  larger  news¬ 
paper.  The  paper  serves  an  agricul¬ 
tural  community  in  central  Washington 
with  a  highly  diverse  population  and  is 
a  member  of  the  Seattle  Times  Com¬ 
pany  family  of  newspapers.  This  is  a 
well-managed  newspaper  with  substan¬ 
tial  commitment  to  independent  jour¬ 
nalism.  We  offer  a  competitive  salary, 
generous  benefits  package  and  the 
opportunity  to  lead  an  award-winning 
newspaper.  Please  send  resume  and 
salary  requirements  to  Phyllis  Mayo, 
director  of  Human  Resources,  The  Seat¬ 
tle  Times,  P.O.  Box  70,  Seattle,  WA 
981 1 1  or  E-mail: 

pmayo@Seattletimes.com 


SEND  E&P  BOX  REPUES  TO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  1001 1 


ADMINISTRATIVE _ 

PUBLISHER 

The  Kodiak  Daily  Mirror  is  seeking  a  : 
full-time  Publisher  for  its  Monday  -  Fri¬ 
day  daily  paper  in  beautiful  Kodiak, 

AK.  The  Kodiak  Daily  Mirror  has  a 
3,000  -  4,000  daily  circulation.  This  is 
an  excellent  opportunity  to  live  and 
work  on  the  2nd  largest  island  in  the  1 
United  States.  Salary  depends  on  j 
experience  plus  excellent  benefit 
package.  To  apply  submit  resume  and 
3  professional  references  to:  I 

Human  Resources 
Fairbanks  Daily  News-Miner 
P.O.  Box  70710 
Fairbanks,  AK  99707-0710 

For  individual  inquiries,  contact  Paul 
Massey,  Publisher  for  Fairbanks  Daily 
News-Miner,  at  (907)  459-7512.  : 
Resumes  accepted  until  position  filled. 

ADVERTISING 

RECRUITMENT  MANAGER 

The  Recruitment  Manager  is  responsi¬ 
ble  for  working  with  the  classified 
management  and  the  recruitment  staff 
to  meet  and  exceed  revenue  goals  in 
the  help  wanted  category  of  our 
classified  products.  This  includes  build¬ 
ing  effective  business  relationships  with 
our  customers  to  ensure  ongoing 
increase  in  market  share.  You  will  need 
outstanding  customer  service  skills  with 
a  record  of  exceeding  customer 
expectations;  demonstrated  success  in  , 
sales,  preferably  selling  recruitment 
advertising  for  a  large  daily  newspa¬ 
per;  demonstrated  success  leading  and 
coaching  performance  of  a  sales  staff 
to  meet  and  exceed  revenue  goals.  You 
will  also  need  excellent  organizational 
skills  with  the  demonstrated  discipline 
following  through  to  complete  projects; 

'  excellent  interpersonal  skills  with 
demonstrated  success  building  action-  ' 
oriented  sales  teams;  demonstrated  suc¬ 
cess  in  setting  priorities;  and  excellent 
presentation  skills.  Overnight  travel  is 
required. 

Interested  candidate  may  apply  by  sub¬ 
mitting  resume  with  cover  letter  to  The 
Hartford  Courant,  Employee  Services 
Department,  285  Broad  Street, 
Hartford,  CT  061 1 5. 

Fax  (860)  520-3000 
E-mail:  halpert@courant.com 

EOE 


BUSINESS  PRESS  SALES  MANAGER 

Las  Vegas  newspaper  operation  seeks 
seasoned  professional  to  direct  motivated 
sales  reps  in  America's  fastest  growing 
market.  Challenging  position  with  flag¬ 
ship  operation  in  national  newspaper 
1  holding  company.  Compensation  com¬ 
mensurate  with  experience.  Submit 
resume  and  cover  letter  to: 

1  Gloria  Stonecipher 

The  Las  Vegas  Press 
P.O.  Box  27409 
Las  Vegas,  NV  89126 
No  calls,  please 
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_ ADVERTISING _ 

ADVERTISING  DIREaOR/DIREaOR 
OF  MARKET  DEVELOPMENT 

Sun  Publications,  headquartered  in 
brand-new  offices  in  Naperville, 
Illinois,  is  seeking  an  experienced 
newspaper  professional  to  direct  its 
advertising  and  market  development 
initiatives.  Our  group  of  14  weekly 
newspapers,  with  a  new  and  nationally 
recognized  concept  in  community  jour¬ 
nalism,  serve  more  than  230,000 
households  in  some  of  the  fastest  grow¬ 
ing  counties  and  cities  in  the  nation,  all 
located  in  metro  Chicagoland.  Our 
work  is  cut  out  for  us:  We  plan  to 
expand  distribution  with  more  new 
publications  to  400,000  households  by 
Year  2001 .  We  know  the  value  of  our 
markets,  and  we  need  a  top-notch, 
innovative  marketer  to  help  realize  the 
revenue  potential  of  the  marketplace. 

Are  you  ready  to 
step  up  to  the  challenge? 

Sun  Publications  is  a  subsidiary  of 
Copley  Chicago  Newspapers,  pub¬ 
lisher  of  four  award-winning  dailies 
and  three  shopper  publications  in  addi¬ 
tion  to  our  community  weeklies  in 
northern  Illinois.  Company-wide  circula¬ 
tion  and  distribution  is  fast  growing. 
Over  600,000  households  in  northern 
Illinois  receive  a  Copley  publication  at 
least  once  weekly. 

Our  position  is  responsible  for  manag¬ 
ing  regional  sales  staffs,  setting  goals, 
monitoring  performance  and  budget¬ 
ing  for  success.  As  a  viable  candidate, 
you  will  have  a  strong  marketing  and 
advertising  sales  management  tack- 
ground,  and,  by  nature,  aggressive  in 
securing  revenue  growth  via  new  busi¬ 
ness  development.  We  well-resource 
this  position  with  superior  community 
news  products;  qualified  sales,  creative 
and  support  staff;  essential  research 
and  marketing  support;  and  the  respect 
and  recognition  that  you  would  expect 
'  as  a  Senior  manager  in  a  progressive 
company. 

Here's  what  we're 
I  looking  for  in  a  candidate: 

Minimum  B.S.  or  B.A.  degree  in  a 
related  field  plus  5  years  experience  in 
newspaper  advertising  sales  manage¬ 
ment.  Experience  in  a  competitive 
j  marketplace  where  a  successful  track 
record  of  achievement  can  be  proven 
will  be  a  BIG  plus  on  your  resume. 

Here's  what  we  offer: 

A  market-competitive  salary/ commission 
program  in  the  $65  -  $85K  range;  a 
complete  benefit  package;  401  (k);  an 
attractive  work  environment  of  dedicated 
visionaries;  and  resources  and  direction 
ample  to  succeed  in  the  job. 

To  apply,  please  fax  or  mail  your 
resume  with  cover  letter  indicating  your 
interest  to: 

Sun  Publications/ 

Copley  Chicago  Newspapers 
Attention:  Patty  Stephens 
Human  Resources  Manager 
P.O.  Box  269 

Naperville,  IL  60566-0269 
'  Fax:  (630)  416-5166 

www.medjainfo.com 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  MANAGER 

Zone  9  newspaper  (35,000  plus 
circuldfion)  is  seeking  a  dynamic, 
resulfs  orienfed  adverfising  manager  to 
direct  its'  local  advertising  sales  group. 
We  ore  looking  for  an  individual  who 
has  the  innovative  and  creative  skills  to 
lead  our  sales  team  in  building  a 
strong  and  solid  local  account  base  in 
a  very  competitive  market.  A  back¬ 
ground  of  results  oriented  achievement 
and  success  is  a  necessity.  Strong 
administrative  and  coaching/training 
skills  are  a  must.  We  need  the  type  of 
individual  who  can  meet  the  challenge 
and  enjoy  the  rewards  of  an  uncapped 
income  opportunity.  This  is  one  of  the 
most  exciting  opportunities  in  the 
newspaper  industry  today,  in  one  of 
the  most  exciting  markets  in  the  coun¬ 
try.  Send  a  cover  letter,  resume,  and 
sales  histary  to; 

Box  08661 ,  Editor  &  Publisher 
EOE 

We  are  a  drug  free  workplace 


CLASSIFIED  ADVERTISING  MANAGER 

The  Sarasota  Herald-Tribune,  the  largest 
daily  in  the  New  York  Times  Regional 
Newspaper  Group,  seeks  an  aggressive, 
results-oriented  professional  to  manage 
and  direct  its  Classified  Advertising 
Department.  The  qualified  candidate  will 
have  a  minimum  of  five  years  newspaper 
sales  management  experience  in  both 
outside  and  telemarketing  areas,  excel¬ 
lent  motivational  skills,  and  a  history  of 
outstanding  results. 

We  offer  a  very  lucrative  compensation 
and  benefits  package  to  include  an 
MBO  Bonus  Program,  401  (k)  plan. 
Pension,  Stock  Purchase  Plan,  and  a 
comprehensive  major  medical/health 
program. 

Only  qualified  candidotes  should  sub¬ 
mit  a  cover  letter  and  a  detailed 
resume,  including  salary  history  and 
references  to: 

MARKETING  DIREaOR 

Box  08664,  Editor  &  Publisher 

NO  PHONE  CALLS,  PLEASE!!! 

It's  a 
Classified 
Secret  — 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder.  If  you 
don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed 
to  the  E&P  Classified  Advertising 
Department  with  an  attached  note 
listing  the  newspapers  or  companies 
you  do  not  want  the  reply  to  reach.  If 
the  Box  Number  you're  answering  is 
on  your  list,  we'll  discard  your  reply. 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING 
AUTOMOTIVE  SALES  MANAGER 

Cox  Ohio  Publishing,  a  progressive, 
innovative  newspaper  group,  has  an 
opportunity  for  an  energetic  and 
enthusiastic  advertising  professional  to 
join  their  Classified  Management 
Team.  This  position  reports  directly  to 
the  Classified  Advertising  Manager. 

This  position  requires  a  strong  back¬ 
ground  in  advertising  sales,  history  of 
increasing  ad  revenues  in  a  com¬ 
petitive  market,  proven  management 
ability  in  motivating  and  developing  an 
experienced  sales  staff,  and  strong 
leadership  skills  among  other  category 
managers  in  the  Classified  department. 
The  ideal  candidate  will  have  a  news¬ 
paper  background  with  general  knowl¬ 
edge  of  classified  advertising  and  a 
specific  knowledge  of  the  automotive 
category.  Excellent  salary,  bonus,  and 
benefits  package. 

Please  send  resume,  references,  and 
salary  history  to: 

Tim  Anderson 
Cox  Ohio  Publishing 
45  South  Ludlow 
Dayton,  OH  45402 


DISPLAY  ADVERTISING  MANAGER 

A  Zone  6  major  daily  is  looking  for  a 
Display  Advertising  Manager  to 
manage  a  sales  staff  of  50.  This  is  an 
opportunity  for  a  hands-on,  dynamic 
individual  to  join  a  highly  successful 
multi-media  company  in  a  growing 
market. 

Qualified  candidates  must  have  proven 
newspaper  sales  management  back¬ 
ground  with  at  least  5  years  in  man¬ 
agement  and  a  college  degree  in  Busi¬ 
ness,  Marketing  or  related  field.  If  you 
are  a  strong  leader,  can  build  a  suc¬ 
cessful  sales  and  management  team, 
can  deliver  the  sales  strategies  and  the 
motivation  for  your  teams  to  excel,  and 
can  provide  the  vision  and  direction  to 
meet  long-term  goals,  you  are  the  right 
candidate. 

We  offer  an  excellent  salary  and  bonus 
packages,  as  well  as  full  benefits  includ¬ 
ing  401  (k).  Our  compensation  is 
enhanced  by  the  quality  of  life  and  low 
cost  of  living  this  beautiful  city  has  to 
offer.  Reply  to  Box  08647,  Editor  & 
Publisher. 

Equal  opportunity,  drug-free  employer 


DISPLAY  MANAGER  needed  for  fast 
growing  PM  daily,  9  weekly  and  one 
TMC  In  the  best  Indianapolis  suburbs. 
We  need  an  experienced  leader  to 
work  with  10  outside  reps  in  the  field 
on  a  daily  basis.  We  offer  tremendous 
growth  opportunities  and  outstanding 
benefits  since  we're  part  af  Central 
Newspapers.  Call  Jay  Fredrickson  at 
(317)  598-6300  today!!! _ 

EAGER  FOR  THE  next  challenge?  Wait 
no  more.  Florida  media  company  with 
3  weeklies,  1  magazine  needs  creative, 
driven  general  advertising  manager  to 
lead  expanding  sales  team.  $40K 
guarantee.  Right  person  will  top  $100K. 
Fax  resume  to  (941 )  387-8739. 


_ ADVERTISING _ 

MAJOR  ACCOUNTS/ 
ENTERTAINMENT  SALES  MANAGER 

The  San  Francisco  Newspaper  Agency, 
agents  for  the  San  Francisco  Chronicle 
and  Examiner  Newspapers,  is  seeking 
a  dynamic  and  experienced  Major 
Accounts/Entertainment  Manager.  The 
position  requires  a  dynamic  and 
motivated  team  leader  that  is  goal 
oriented.  The  ideal  candidate  will  be 
responsible  for  identifying  trends  and 
changes  in  the  marketplace  and  devel¬ 
oping  strategies  to  meet  strategic 
objectives.  This  person  will  be  responsi¬ 
ble  for  budgeting,  forecasting  and 
marketing  multi  products  to  the  top 
retailers  in  the  United  States.  The  can¬ 
didate  must  be  able  to  positively 
Influence  and  develop  a  proven  sales 
staff.  Individual  will  have  4-6  years 
in  major  account  management  and 
must  have  experience  using  databases 
and  technology  to  further  sales.  Travel 
is  a  must.  This  position  is  high  profile 
and  demands  only  the  best.  If  you  meet 
the  qualifications  and  want  to  live  in 
the  most  beautiful  city  in  the  world  and 
work  for  a  top  10  newspaper..  . apply. 
Compensation  is  negotiable  based 
upon  qualifications  and  experience. 
Reply  with  a  resume,  cover  letter  and 
salary  history  to: 

San  Francisco  Newspoper  Agency 
Human  Resources  Department 
Attn:  Major  Accounts  Manager 
925  Mission  Street 
San  Francisco,  CA  94103 


MEDIANEWS  GROUP,  INC.,  the  7th 
largest  newspaper  company  in  the 
U.S.,  is  seeking  a  National  Advertising 
Account  Executive  to  represent  38 
daily  newspapers  across  the  United 
States. 

The  Account  Executive  will  be  based  in 
either  Dallas,  Chicago,  or  Detroit  and 
will  call  on  various  Industries  in  their 
region,  to  sell  newspaper  advertising. 
Some  travel  is  required. 

The  successful  applicant  will  be  self- 
motivated,  able  to  work  independently, 
and  be  goal  oriented.  Must  have  strong 
communication  and  presentation  skills 
along  with  excellent  attention  to  detail  and 
follow-through.  Sales  experience  a  plus. 
Compensation  includes  salary  plus 
quarterly  and  annual  bonuses  along  with 
an  excellent  benefit  package. 

Qualified  individuals  should  send  their 
resumes,  with  salary  history  and 
requirements  to: 

MediaNews  Group  Inc. 

Attn:  VP,  Sales  &  Marketing 
1 560  Broadway,  Suite  1 450 
Denver,  CO  80202 

Or  Fax  to  (303)  894-9327 
NO  PHONE  CALLS  OR  AGENCIES 

MediaNews  Group  is 
An  Equal  Opportunity  Employer 

Some  like  to  understand  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

We  are  seeking  to  fill  one  of  the  top 
jobs  in  the  advertising  department  of 
the  flagship  newspaper  of  one  of  the 
nation's  larger  publicly  traded  com¬ 
panies.  As  Retail  Advertising  Manager, 
you  would  be  expected  to  achieve 
company  goals  in  all  areas  including 
majors,  mid  market  and  local,  our 
website,  co-op  and  audiotext. 

The  successful  candidate  will  be  able  to 
coach  our  sales  managers  and  account 
executives  on  a  daily  basis  through 
training  and  face  to  face  calls  on 
advertisers  of  all  types.  Your  attention 
to  detail  will  be  critical  to  your  success. 

If  you  feel  that  you  are  able  to  make  a 
difference,  please  send  your  resume 
with  a  cover  letter  and  salary  history  to 
Box  08667,  Editor  &  Publisher. 


THE  ARIZONA  DAILY  SUN,  a  7  day 
daily  located  in  beautiful  Flagstaff, 
Arizona  has  an  opening  for  Director  of 
Sales  and  Marketing.  The  ideal  candi¬ 
date  will  have  a  proven  record  of  suc¬ 
cessful  revenue  generation,  sales  staff 
motivation  and  building  customer  rela¬ 
tionships.  Must  have  experience  in 
budgeting,  developing  new  products 
(including  Internet)  and  create  short 
and  long  term  strategic  plans.  We're  a 
Pulitzer  Community  Newspaper  in  a 
growth  market,  with  a  brand  new  build¬ 
ing  and  state  of  the  art  technology. 

We  offer  competitive  compensation 
and  benefits  package,  including  MBO 
bonus  program,  401  (k)  and  a  compre¬ 
hensive  major  medical/health  pro¬ 
gram. 

Only  qualified  candidates  need  apply. 
Please  send  cover  letter  and  detailed 
resume,  including  salary  history  and 
references  to  Roy  Callaway,  publisher, 
P.O.  Box  1 849,  Flagstaff,  AZ  86(X)2. 

TREMENDOUS  OPPORTUNITY 

CLASSIFIED  SALES  MANAGER 
REAL  ESTATE 

How  good  are  you?  We'd  like  to 
know.  We  can  only  offer  you  the  most 
competitive  challenge  you  have  ever 
experienced.  Passion,  commitment  and 
strong  leadership  to  direct  our  outstand¬ 
ing  sales  team  is  a  must!  We're  a 
leader  in  the  newspaper  industry!  We 
need  a  strong  manager  that  is  excellent 
in  strategic  leadership  and  recognizes 
they  ore  only  as  successful  as  their 
salespeople.  We  need  an  individual 
that  can  interact  very  well  with 
customers  and  grow  strategic  part¬ 
nerships.  This  is  a  very  high  profile 
position  at  the  Denver  Post.  Suc¬ 
cessful  track  record  in  managing  a  real 
estate  team  is  absolutely  necessary. 
Please  reply  to  Box  08638,  Editor  & 
Publisher. 


FAX  your  od  to 
212  ^929  ♦1259 


www.mediainfo.com 
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HELP  WANTED 

ART/GRAPHICS 

ARTDIREaOR 

Las  Vegas  newspaper  company  wifh  i 
multiple  publications  needs  a  strong 
leader  to  guide  its  design.  Must  be  | 
hands  on,  excellent  with  typography,  ’ 
able  to  define  our  direction.  Excellent 
opportunity,  competitive  pay  and  bene¬ 
fits.  Resume  and  cover  letter  in  con¬ 
fidence  to  Bruce  Spotleson,  Las  Vegas 
Weekly,  820  S.  Valley  View  Blvd., 
Suite  A,  Las  Vegas,  NV  89107. 

CIRCULATION 

CIRCULATION  DIREaOR 

Zone  1 ,  7  day  community  daily  seeks 
hands-on  leader  to  oversee  its  home 
delivery,  single  copy  and  NIE  efforts. 
Opportunity  to  enter  a  rapidly  expand¬ 
ing  public  company  with  enarmous 
growth  potential.  Experienced  appli¬ 
cants  reply  with  resume  and  salary  his¬ 
tory  to  Box  08662,  Editor  &  Publisher. 

CIRCULATION  MANAGER 

The  News-Sentinel,  a  46,000  6-day 
afternoon  Knight  Ridder  newspaper 
sharing  a  Joint  Operating  Agreement 
with  a  7-day  morning  newspaper, 
seeks  a  top  circulation  executive. 
Responsibilities  include  collaboration 
with  Marketing  and  Editorial  col¬ 
leagues  to  develop  effective  product 
and  marketing  strategies,  strategic 
planning  for  circulation  marketing  func¬ 
tions,  as  well  as  supervision  of  Home 
Delivery  and  Single  Copy  functions. 
Advanced  database  marketing  and 
information  management  systems  are 
in  place.  The  ideal  candidate  will  have 
executive  level  experience  and 
demonstrated  ability  to  grow  circula¬ 
tion.  Computer  literacy  is  required.  This 
is  an  excellent  opportunity  for  smaller 
market  Circulation  Directors.  Send 
resume,  references,  and  salary  history 
to  Fort  Wayne  Newspapers,  Human 
Resources,  600  W.  Main  Street,  Fort 
Wayne,  IN  46802. 

CIRCULATION  MANAGER 
The  Sentinel,  a  daily  newspaper 
located  in  the  southern  Minnesota  lakes 
region,  needs  a  high-energy  circulation 
professional  for  its  circulation  man¬ 
ager's  post.  Applicants  should  have 
circulation  experience  in  the  daily 
newspaper  environment.  Send  a  cover 
letter,  resume  and  references  to  Gen¬ 
eral  Manager,  The  Sentinel,  P.O.  Box 
681 ,  Fairmont,  MN  56031 . 

CIRCULATION  MANAGER:  Opportu¬ 
nity  for  success  for  up-and-comer.  Small 
6-day  evening  newspaper  (4,500), 
potential  (8,000-i-),  needs  hands-on 
manager  who  knows  how  to  grow 
circulation.  Knowledge  of  circulation 
systems,  marketing,  home  delivery, 
TMC,  motor  route,  mail,  rack  sales  and 
telemarketing  essential.  Computer  liter¬ 
ate.  Can-do  attitude  with  high  stan¬ 
dards  and  ability  to  train  and  motivate. 
Team  player,  part  of  newspaper's 
management  team.  Competitive  salary, 
incentive  and  benefits  package.  We 
need  someone  to  “come  in  and  do  it!" 
Please  send  letter  and  resume  to  Patrick 
Mattison,  Belvidere  Daily  Republican, 
401  Whitney  Boulevard,  Belvidere,  IL 
61008. 


_ CIRCULATION _ 

CIRCULATION  SALES  MANAGER 

The  Fayetteville  Observer-Times,  a 
70,000  southeastern  North  Carolina 
daily,  is  looking  for  a  Circulation  Sales 
Manager.  The  ideal  candidate  will 
possess  extraordinary  people  and  sales 
skills  and  will  have  responsibility  for  all 
circulation  sales  efforts  including 
telemarketing,  retention,  special  promo¬ 
tions,  kiosk  and  crew  sales  as  well  as 
the  generation  of  carrier  contests.  Prior 
,  experience  in  circulation  sales,  market¬ 
ing,  budgeting  and  forecasting  is  a 
must.  This  is  a  wonderful  opportunity  to 
work  in  a  fast-paced  but  fun  family- 
owned  environment  located  in  a  great 
part  of  the  country.  We  offer  a  com¬ 
prehensive  compensation,  benefits  and 
401  (k)  package. 

'  Send  cover  letter  and  resume  in  con¬ 
fidence  to: 

Karl  D.  Wurzbach,  Circulation  Director 
Fayetteville  Observer-Times 
,  P.O.  Box  849 

Fayetteville,  NC  28302 

CIRCULATION  ZONE  MANAGER 

ANG  Newspapers,  in  the  beautiful  San 
Francisco  Bay  Area,  has  an  opening 
I  for  a  candidate  with  proven  achieve¬ 
ments  and  the  ability  to  be  successful  in 
an  extremely  competitive,  price- 
sensitive  market.  We  seek  an  individ- 
j  ual  with  Home  Delivery  and  Marketing 
skills,  and  several  years  of  manage¬ 
ment  experience.  ANG  offers  an 
attractive  compensation  package  with 
401  (k).  Medical,  Dental,  Life  and  other 
;  generous  benefits.  If  you  are  looking 
,  for  an  opportunity  to  prove  your  skills 
I  and  advance  quickly,  submit  your 
resume  and  salary  history  to: 

ANG  Newspapers 
Home  Delivery  Manager  Opportunity 
P.O.  Box  5050 
Hayward,  CA  94540 

EOE 

We  are  a  drug  free  workplace 

MULTI-PUB  GROUP,  16,000  daily, 
24,000  Sunday,  one  of  the  US  top  1 0 
seacoast  cities  to  live,  seeks  dynamic 
circulation  leader  to  develop  guaran- 
^  teed  delivery  and  grow  sales  in  a  grow¬ 
ing  market.  Staff  of  16,  central  plant, 
niche  pubs.  These  are  Ottaway  News- 
I  papers.  Resume  to  Publisher,  SCN, 
;  1 1 1  Maplewood  Avenue,  Portsmouth, 
NH  03801. 


Makes  The  Difference 


'  i  ♦  KDITOK  8  H  BI.iSHKK  iS  NOT  a 
j  monthly  journalism  review.  I 

i  j  ♦  RDITOR  8  PI  RUSHER  iS  NOT  a  | 
I  monthly  association  house  organ, 
j  I  ♦  EDITOR  8  PUBLISHER  IS  the  Only 
I  I  independent  weekly  NEWS  magazine 
:  covering  the  newspaper  industry. 

I  EDITOR  8  Pl'BI.ISHER 
I  1 1  West  19th  Street.  New  York.  NY  1«»I  I 


_ CIRCULATION _ 

RETAIL  SALES  MANAGER 

SINGLE  COPY  SALES 

The  Sarasota  Herald-Tribune  is  cur¬ 
rently  in  search  of  a  seasoned  veteran 
to  become  our  Single  Copy  Sales 
Manager.  You  will  be  responsible  for 
increasing  single  copy  sales  in  our 
entire  market  through  imaginative  sales 
approaches  and  increasing  both  our 
over-the-counter  and  newsstand  sales 
locations.  You  will  also  be  responsible 
for  budgeting,  cost  controls,  and 
motivating  and  training  4  district  man¬ 
agers  and  39  independent  contractors. 

I  As  a  candidate,  you  must  have  at  least 
I  5  years  experience  in  circulation,  with 
j  at  least  3  years  in  single  copy  sales. 

1  An  excellent  salary,  bonus  plan,  and 
1  full  company  benefits  are  offered  for 
j  this  high  profile  position  to  the  right 
individual.  To  apply,  please  send  a  let¬ 
ter  stating  your  ideas  for  growing 
single  copy  sales,  salary  expectations, 
and  resume  to: 

Stan  Whitty 

Director  of  Operations/Distribution 
j  Sarasota  Herald-Tribune 

801  S.Tamaimi  Trace 
Sarasota,  FL  34236 
;  Resume  must  be  received  by 

j  1 0/21/98  for  consideration,  fob. 

A  drug  free  workplace . 

'  We  recognize  and  appreciate  the 
;  benefits  of  diversity  in  the  workplace, 
j  People  who  share  this  belief  or  reflect  a 
1  diverse  background  are  encouraged  to 

1  apply- 

EDITORIAL 

AME/DESIGN 

Photo  and  design  wizard  to  direct  our 
three-person  photo  staff  as  well  as 
oversee  the  editorial  design  of  the 
newspaper.  Strong  photo  skills  are 
important  —  we  want  a  leader  who  can 
inspire  and  teach  our  photographers  to 
look  at  old  things  in  a  new  way.  Page 
design  abilities  are  critical.  You  will 
oversee  the  daily  presentation,  working 
with  all  sections  to  ensure  consistency 
and  quality.  The  Record  Searchlight  is 
i  a  38,000  circulation  seven-day  AM 
daily,  two  hours  from  Sacramento  and 
I  minutes  from  the  best  recreation  coun- 
I  try  on  earth.  Send  a  resume  and  letter 
I  about  why  you're  the  person  for  the 
job  along  with  examples  of  photo  edit¬ 
ing/page  design  by  10/23/98  to  Bon- 
!  nie  Salyer,  Human  Resources  director, 
i  1101  Twin  View  Blvd.,  Redding,  CA 
i  96003.  EOE 

I  ASSISTANT  FEATURES  EDITOR 

I  The  Syracuse  Newspapers  in  Syracuse, 
i  NY  needs  an  experienced  editor  to  join 
its  award-winning  features  department, 
j  This  position  requires  strong  editing, 
i  design  and  planning  skills,  and  the 
I  ability  to  lead  a  talented  group  of 
I  reporters.  Send  your  best  material  and 
]  a  resume  to  Richard  Sullivan,  AME, 
The  Syracuse  Newspapers,  P.O.  Box 
'  491 5,  Syracuse,  NY  13221. 


_ EDITORIAL _ 

AWARD-WINNING  newsroom  seeks 
tough  reporter  with  desire  to  produce 
high  quality  journalism.  The  Citizen,  an 
award-winning  16,000  circulation 
daily  with  a  strong  writing  and 
investigative  history  has  openings  in 
education,  business  and  local  gov¬ 
ernment  beats.  Experience  preferred, 
but  outstanding  recent  graduates 
encouraged  to  apply.  Send  resume, 
clips  and  10  local  story  ideas  to 
Thomas  W.  Seeley,  city  editor.  The 
Citizen,  25  Dill  Street,  Auburn,  NY 
13021  or  E-mail:  newsroom@tds.net. 

BIG  HORN  County  News  in  Hardin, 
MT  seeks  experienced,  professional 
staff  reporter;  news,  sports  and  photo 
abilities  essential.  Well-established 
weekly  community  newspaper  in  farm- 
:  ranch  country  near  mountains,  skiing, 
blue-ribbon  trout  stream,  hunting.  Send 
1  resume  and  clips  immediately  to  James 
I  E.  Moore  II,  publisher.  News  Montana, 
i  Inc.,  P.O.  Box  309,  Red  Lodge,  MT 
I  59068.  Position  closes  Friday,  October 
'  23. 

BUILDING  TOP  NOTCH  NEWS  TEAMS 
Four  daily  papers,  10,000  -  19,000 
circulation,  in  Michigan's  beautiful 
Upper  Peninsula,  now  accepting 
applications  for  News  Editor,  Copy 
Editor,  Reporters  and  Photographers.  If 
you  would  like  to  be  a  part  of  the  news 
teams  we  are  assembling,  send  letter, 
salary  history,  and  resume  to  John 
Elchert,  publisher.  The  Daily  Mining 
Gazette,  P.O.  Box  368,  Houghton,  Ml 
49931;  or  E-mail: 

gazpub@upgroup.com 

CITY  DESK  EDITORS 

A  mid-size  daily  in  the  New  York 
metropolitan  market  is  under  new 
ownership  with  bold  plans.  Many  excit¬ 
ing  changes  are  in  various  stages  of 
implementation,  including  a  new  state- 
of-the-art  computer  system  for  editorial,  a 
j  new  building  to  call  home,  additional 
pasitions  and  competitive  salaries.  We 
are  looking  to  fill  the  following  key  editing 
I  positions: 

'  CITY  EDITOR  -  A  minimum  of  two 
years  of  management  and  editing 
experience,  preferably  on  the  city  desk, 

,  to  lead  two  ACEs  and  15  reporters. 

I  We  need  a  person  who  has  the  expe- 
I  rience,  energy  and  wisdom  to  imple¬ 
ment  a  system  that  develops  talent 
while  pouncing  on  breaking  news  and 
'  finding  enterprise.  There  is  no  shortage 
of  news  or  ideas  in  this  diverse,  urban 
market. 

ENTERPRISE  EDITOR  -  An  experienced 
editor  and  polished  writer  who  has  the 
ability  to  identify  and  deliver  compell- 
I  ing  ideas  in  print.  Will  be  chiefly 
i  responsible  for,  but  not  limited  to, 
enterprise  stories  for  the  Sunday 
paper. 

'  Send  resumes  to: 

Ian  T.  Shearn,  Editor 
North  Jersey  Herald  &  News 
I  988  Main  Avenue 

i  Passaic,  NJ  07055 
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EDITORIAL 


HELP  WANTED 


_ EDITORIAL _ 

COMPUTER-ASSISTED  REPORTING 
Lexington  Herald-Leader  (Knight 
Ridder;  125,000  daily,  160,000  Sun¬ 
day)  seeks  Computer-Assisted  Report¬ 
ing  Coordinator.  Responsibilities 
include  assisting  reporters  and  editars 
on  CAR  stories  and  projects;  reporting 
and  writing  CAR  stories  and  projects; 
providing  newsroom  training  in  com¬ 
puter-assisted  reporting;  acquiring, 
building  and  archiving  newsraom 
datobases;  developing  front-end  systems 
for  desktop  access  to  data.  Send  letter, 
resume,  reference  list  and  samples  of 
work  by  October  30,  1 998,  to  Lu-Ann 
Farrar,  news  research  manager, 
Lexington  Herald- Leader,  100  Midland 
Ave.,  Lexington,  KY  40508. 
_ EOEM/F _ 

COPY  EDITOR/DESIGNER,  who  is 
creative,  energetic  and  works  well  on  a 
team,  needed  for  entertainment, 
features  sections.  Skill  in  QuarkXPress, 
AP  style  a  must.  Photoshap,  Freehand, 
Illustrator  skill  a  plus.  Candidate  may 
have  up  to  2  years  experience;  will  con¬ 
sider  entry-level  candidate  with  star 
potential.  Provide  clips  of  recent  layout 
work  to  Tabitha  Sparkes,  Birmingham 
Post-Herald,  P.O.  Box  2553,  Birm¬ 
ingham,  AL  35203. 

COPYEDITOR/DESIGNER 
The  Independent  needs  a  journalist 
with  strong  word  skills  who  can 
improve  stories  with  editing,  write 
snappy  headlines  and  design  compell¬ 
ing  pages.  You'll  take  pages  from  story 
selection  and  copy  editing  through  proof¬ 
ing  in  a  Mac-Quark  environment. 
Send  resume,  work  samples  to  Jim 
Faddis,  The  Independent,  P.O.  Box 
1 208,  Grand  Island,  NE  68802,  or 
E-mail  jfaddis@theindependent.com 

COPY  EDITOR/PAGE  DESIGNER 

The  Fort  Pierce/Port  St.  Lucie  (FL)  Tribune 
seeks  a  copy  editor/page  designer  to 
work  on  a  universal  copy  desk.  Quark¬ 
XPress  experience  necessary.  Competitive 
salary  in  a  highly  competitive  South 
Florida  market.  Affardable  housing,  on  or 
near  beach.  Miami  and  Daytona  nearby. 
Send  resume,  work  samples  to  J.  Kramer, 
The  Tribune,  600  Edwards  Road,  Fort 
Pierce,  FL  34982  or 

E-mail:  totribedit@link.freedom.com 


COPY  EDITOR/Page  designer  needed 
by  mid-size  subuman  Atlanta  daily. 
QuarkXPress  experience  a  plus.  Call 
Norman  Baggs,  (770)  963-9205,  ext. 
1 36,  or  E-maiL 

nbaggs@mindspring.com 

COPY  EDITOR 

Live  in  a  beautiful  place  and  work  for 
an  award-winning,  McClatchy  owned 
newspaper.  If  you  can  aggressively 
handle  copy,  write  crisp  headlines  and 
design  pages  creatively.  The  Island 
Packet  on  Hilton  Head  Island  con  offer 
you  an  exceptional  opportunity.  Send 
cover  letter  and  resume  to  Fitz 
McAden,  executive  editor.  Fax:  (843) 
842-8314;  postal  address:  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 

E-mail:  fmcaden@islandpacket.com 


_ EDITORIAL _ 

COPYEDITOR 

The  Winston-Salem  Journal,  a  Pulitzer- 
winning  daily  in  North  Carolina  (week¬ 
days  and  Saturdays,  91,000;  Sundays, 
103,000),  seeks  a  copy  editor  with 
three  to  five  years  of  daily  newspaper 
experience  (or  its  night  news  copy 
desk.  The  Journal  received  the  NC 
Press  Association's  General  Excellence 
Award  for  1997.  Send  a  resume  and 
samples  of  headlines  and  cutlines  to  Liz 
McGehee,  copy  desk  chief,  Winston- 
Salem  Journal,  P.O.  Box  3159, 
Winston  Salem,  NC  27101 ,  by  Dec.  1 . 
For  more  information: 

(800)  642-0925,  Ext.  7278 
or  E-mail:  emcgehee@w-s-journal.com 


DATABASE  WRITER  II 

Dow  Jones  &  Company  is  seeking  an 
experienced  Database  Writer  II  to 
work  in  the  company's  Interactive  Pub¬ 
lishing  newsraom  in  Princeton,  NJ. 

Successful  candidates  will  be  proficient 
at  editing  and  rewriting  news  stories 
from  wire  services  and  other  sources; 
will  write  headlines  and  prioritize  news 
for  publication  in  Dow  Jones  Interactive 
Publishing's  business  news  report  on 
the  Web.  Candidates  will  be  knowl¬ 
edgeable  about  both  business  and 
general  news.  Editing/reporting  expe¬ 
rience  with  a  newspaper  or  wire  ser¬ 
vice  and  business-news  background 
preferred.  Bachelors  degree  in  English 
or  Journalism  is  required.  Please  forward 
resumes  with  salary  requirements  to: 

DOW  JONES  &  COMPANY 
Code#CBRK71474 
Employee  Staffing  &  Development 
Building  1 ,  P.O.  Box  300 
Princeton,  NJ  08543-0300 
Fox:  (609)  452-3448 
E-mail:  charles.berruti@dowjones.com 

EOEM/F/D/V 


DEPUTY  NEWS  EDITOR 

Do  you  want  your  imprint  on  the 
newspaper  you  produce?  Would  you 
like  to  moke  the  calls  on  the  front  page 
at  night?  Do  you  want  ta  work  for  a 
fast-growing,  medium-sized  metro 
daily  that  is  competitive  and  creative? 
Would  you  like  to  help  develop  and 
manage  a  staff  of  about  35  skilled 
copy  editors?  Would  you  like  to  work 
closely  with  an  imaginative  team  at  a 
South  Florida  paper? 

If  you  have  two  to  three  years  of 
copydesk  management  experience, 
please  send  resume,  editing  clips  and/ 
or  layouts  to: 

Holly  Baltz/news  editor 
The  Palm  Beach  Post 
P.O.  Box  24700 
West  Palm  Beach,  FL  3341 6 
Fax:  (561)820-4407 
E-mail:  max@pbpost.com 

FAX  your  ad  to 
212  ♦929*1259 


DEPUTY  SPORTS  EDITOR 
The  Dayton  Daily  News  seeks  a  deputy 
sports  editor  with  no  less  than  five 
years  editorial  management  experi¬ 
ence,  including  at  least  three  in  sports. 
Some  news-side  management  or  report¬ 
ing  background  is  helpful  but  not  essen¬ 
tial.  The  person  should  be  a  self-starter 
who  has  the  ability  to  juggle  many 
duties  at  once.  The  position  involves 
driving  the  daily  coverage  as  well  as 
extensive  planning  of  future  events  and 
special  sections.  The  successful  candi¬ 
dates  will  supervise  one  of  the  nation's 
finest  groups  of  columnists  and  beat 
reporters.  They  cover  assignments  from 
the  pro  sports  scenes  in  Cincinnati  and 
Cleveland  to  Ohio  State  faotball  and 
local  college  basketball  to  preps.  Also, 
the  person  hired  for  this  position  must 
be  able  to  oversee  the  conception  and 
execution  of  enterprise  projects,  includ¬ 
ing  quick-hit  takeouts  and  multi-part 
series  that  examine  major  sports  issues 
and  trends. 

Send  cover  letter,  resume  and  work 
samples  to  Dwayne  Bray,  sports  editor, 

'  Dayton  Daily  News,  45  South  Ludlow 
'  Street,  Dayton,  OH  45402.  In  cover  let¬ 
ter,  describe  your  approach  to  editing 
and  working  with  staff. 

DESIGN  EDITOR  --  30,000  circulation 
AM  north  of  Indianapolis  seeks  supe¬ 
rior  page  designer  that  can  produce 
news,  feature  pages  with  flair.  Send 
resume,  work  samples  to  Patrick  San¬ 
ders,  The  Herald  Bulletin,  1 1 33 
Jackson  Street,  Anderson,  IN  4601 5. 


EDITORIAL 


_ EDITORIAL _ 

DYNAMIC  WRITERS:  Ambitious  weekly 
newspaper/magazine  seeks  reporters 
who  can  cultivate  various  beats  and 
spin  a  story  with  style.  Lots  of  project 
reporting  in  this  historic,  coastal  Zane 
4  market.  Three  years  of  daily  experi¬ 
ence  preferred  but  will  consider  recent 
graduote  with  potential  to  shine.  We're 
moving  quickly  to  fill  spots.  Salary  35K 
to  40K.  Send  resume  and  clips  to  Box 
08666,  Editor  &  Publisher. 


EDITOR  -  7,000  paid  daily  in  north 
central  Indiana  seeks  dedicated 
journalist  to  lead  award-winning,  6- 
day  community  newspaper.  Position 
leads,  trains  and  supervises  a  staff  of 
eight  in  modern,  tech-friendly  (Mac/ 
Quark)  environment.  Send  resume, 
clips,  references,  salary  history  to  Box 
08669,  Editor  &  Publisher. 


EDITOR  -  Will  manage  full  time  staff  of 
1 2  journalists  plus  freelance  and  can- 
tributing  editors  in  suburban  Philadel¬ 
phia.  Three  magazines,  three  newslet¬ 
ters,  electronic  and  Internet  media  and 
growing.  Reports  to  President  of  widely 
respected  “for  profit"  association  serv¬ 
ing  advertising,  premiums,  and  sales 
promotion  industry.  Must  have  outstand¬ 
ing  business/trade  publishing  skills 
and  track  record  in  advertising/reader 
relations,  PR  and  staff/team  devel¬ 
opment.  Submit  letter,  resume,  non- 
returnable  work  samples,  and  salary 
history  to  NBS,  Human  Resources, 
Dept.  EDS,  1 1 00  Wheeler  Way, 
Langhorne,  PA  19047.  Fax:  (215) 
750-3686.  EOE.  Apply  online  at 
www.nbsonline.com 


EDITORIAL 


^  THE  CHRONICLE  OF  PHILANTHROPY,  a 

Washington-based  national  newspaper  that  covers  the  non-profit 
world,  is  seeking  an  experienced  reporter  to  direct  its  special  pro¬ 
jects,  including  its  highly  regarded  Philanthropy  400,  the  definitive 
ranking  of  the  charities  that  raise  the  most  money  in  America.  The 
reporter  will  also  supervise  other  annual  surveys,  such  as  our 
examination  of  compensation  at  the  nation's  biggest  non-profit 
groups  and  our  reports  on  giving  by  big  foundations  and  corpora¬ 
tions. 

We're  looking  for  people  who  have  experience  in  computer-assist¬ 
ed  reporting  or  who  have  conducted  reporting  surveys  for  newspa¬ 
pers  or  magazines.  Applicants  must  demonstrate  strong  organiza¬ 
tional  skills,  proficiency  in  dealing  with  statistics,  and  a  keen  ability 
to  analyze  data  for  accuracy  and  for  its  news  value.  The  Chronicle  ]: 
has  ambitious  goals  for  expanding  its  reporting  projects,  so  we're 
hoping  to  find  someone  with  a  great  deal  of  creativity,  an  entrepre¬ 
neurial  spirit,  and  strong  leadership  skills.  The  successful  candi¬ 
date  will  work  closely  with  Chronicle  editors  and  reporters  on  sto¬ 
ries  for  the  newspaper. 

The  Chronicle  offers  excellent  salaries  and  fringe  benefits  to  its 
reporting  staff  and  is  an  affirmative-action  employer.  J 

You'll  find  more  information  about  the  paper  and  samples  of  our  j; 
stories  on  our  Web  site  at; 

http://philanthropy.com  | 

For  sample  copies  of  the  newspaper,  please  call  Danielle  Reed  at 
(202)  466-1200.  To  apply,  please  send  a  resume  and  samples  of 
I  your  work  to  Stacy  Palmer,  editor.  Chronicle  of  Philanthropy,  1255 
I  23rd  Street,  Washington,  DC  20037. 

If  you  have  questions,  please  send  an  E-mail  to; 
editor@philanthropy.com 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

EDITOR  for  San  Diego  based  Gay  & 
Lesbian  Times,  and  SoCal  largest  G&L 
weekly.  Must  have  excellent  writing, 
editing  and  organizing  skills.  Know 
Mac/IBM/Word.  Compensation  based 
on  experience.  Apply  to  Uptown  Pub¬ 
lications,  P.O.  Box  34624,  San  Diego, 
CA  92 1 63.  Fax  (61 9)  299-3430. 


EDITOR 

FOOD  AND  ENTERTAINING 

Meredith  Corporation,  America's  home- 
and-family  publisher,  seeks  a  seasoned 
editor  to  join  its  Traditional  Home 
magazine.  The  editor  will  work  with  a 
team  of  accomplished  writers  to  produce 
a  top-quality  product  for  a  high-end 
readership. 

Qualified  candidates  will  possess  a  BA 
in  journalism  or  English  with  4  years  of 
writing  or  editing  experience.  We  seek 
a  writer  with  working  knowledge  of 
food,  tabletop,  and  entertaining 
editorial.  Formal  knowledge  and  expe¬ 
rience  in  the  described  subject  areas  is 
helpful.  Enthusiasm,  appreciation  for 
and  perspective  on  the  world  of  food, 
entertaining  and  style  are  essential. 

Position  is  located  in  Des  Moines, 
Iowa,  where  affordable  housing,  rea¬ 
sonable  commutes  and  good  schools 
are  still  a  reality. 

Please  mail  resume,  cover  letter  outlin¬ 
ing  salary  history,  and  writing  sample 
in  confidence  to: 

Ms.  J.  Langer-McNeil 
Supervisor,  Corporate 
Staffing  Services/Dept.  423 

MEREDITH  CORPORATION 
1716  Locust  Street 
Des  Moines,  lA  50309-3023 
Fax;  (515)  284-2958 
An  Equal  Opportunity  Employer 


EDITOR  with  flair  for  headline  writing, 
design  skills  and  strong  news  judgment 
sought  for  growing  30,000  circulation 
AM  daily  in  Northern  Virginia.  QuarkX¬ 
Press  and  supervisory  experience  helpful. 
Applications  also  being  accepted  for 
COPY  EDITING  and  REPORTING  slots. 
Apply  to  Pam  Gould,  Potomac  News,  P.O. 
Box  2470,  Woodbridge,  VA  22193. 

EDITOR 

Our  client  needs  a  #1  Editor  to  run  a 
newsroom  for  a  25-30,000  daily.  The 
individual  we  seek  must  have  strong, 
solid  graphics  and  coaching  skills.  This 
position  is  located  in  Zone  2,  in  a  rural 
area  within  100  miles  of  a  major 
metropolitan  city.  If  you  are  looking  for 
a  challenging  and  also  rewarding  posi¬ 
tion  as  an  Editor,  and  feel  that  you 
have  the  qualifications  needed  to  run  a 
newsroom  in  an  excess  of  25  people, 
then  contact  GOOD  NEWS,  Suite  245 
North,  Alpine  Center,  Bettendorf,  lA 
52722  or  fax  to  (319)  359-8539.  All 
resumes  must  have  salary  information 
in  order  to  be  considered. 


_ EDITORIAL _ 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-h  current 
openings  nationwide.  Entry/ early  career. 
Writer-Editor-EP,  P.O.  Box  40550,  5136 
MacArthur,  Washington,  DC  20016; 
(703)506-4400. 


EDITORS 

New  Times  is  looking  for  editors  at  all 
levels  to  fill  future  openings  at  our  ! 
award-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  There  is  an  immediate 
opening  for  an  associate  editor  in  j 
Miami. 

The  positions  require  fine  writing  and  ' 
editing  skills  and  the  ability  to  help  ' 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls  or  E-mail,  please 


EXECUTIVE  EDITOR 

Extraordinary  opportunity  for  a  top-  i 
flight  journalist/editor  with  an  under¬ 
standing  of  news,  history  and  busi¬ 
ness.  An  award-winning  statewide,  paid 
circulation  weekly  newspaper,  the  ; 
Connecticut  Jewish  Ledger,  is  seeking 
the  right  candidate  for  its  top  editorial 
position.  Requirements  include  a  strong  ; 
news  background  plus  an  understand-  J 
ing  of  the  importance  and  vitality  of  ' 
well-told  feature  stories.  The  executive 
editor  is  responsible  for  leading  and  | 
directing  a  relatively  small  but  very  pro¬ 
fessional  editorial  staff  that  covers  hard 
and  soft  news,  and  develops  features, 
involving  every  local  or  statewide  sub¬ 
ject  that  affects  the  newspaper's  sub¬ 
scribers.  On  its  editorial  pages,  the 
Ledger  comments  directly  and  freshly 
upon  state,  national  and  international 
issues;  these  pages  are  the  responsibil¬ 
ity  of  the  Executive  Editor.  An  interest 
in  and  knowledge  of  history  is  vital, 
and  a  scholarly  approach  to  strong  ' 
editorial  writing  is  desired,  coupled 
with  a  journalist's  ability  to  meet 
deadlines.  The  Executive  Editor  is 
expected  to  work  cooperatively  and  in 
tandem  with  the  general  manager,  and 
both  executives  report  only  to  the  pub¬ 
lisher.  This  is  a  career  opportunity  for 
an  accomplished  journalist/editor  with 
an  interest  in  Jewish  life  and  history. 
The  Ledger  is  a  consistent  winner  of  Con¬ 
necticut  and  New  England  press 
I  awards  in  general  categories,  while 
i  maintaining  its  focus  on  Jewish  life  and 
religiosity  and  the  forces  that  may 
affect  its  statewide  constituency.  Execu- 
I  tive  Editor  candidates  should  hold  a 
degree  in  journalism  or  equivalent, 
and  have  experience  in  reporting,  edit¬ 
ing  and  management.  Send  cover  letter 
and  resume  to  Michael  Bradley,  Pub¬ 
lisher's  Consultant,  Connecticut  Jewish 
Ledger,  924  Farmington  Avenue,  West 
Hartford,  a  061 07. 


_ EDITORIAL _ 

EXECUTIVE  EDITOR 

Peninsula  Daily  News,  AMs,  15,000 
daily,  1 7,000  Sunday,  in  beautiful  Port 
Angeles,  WA,  seeks  experienced,  take- 
charge  executive  editor.  Demonstrated 
commitment  to  quality  community  jour¬ 
nalism,  excellent  and  demonstrated  writ¬ 
ing,  editing,  computer  layout  skills.  Send 
resume,  convincing  letter,  samples  to 
Publisher  John  Brewer,  Peninsula  Daily 
News,  305  W.  First  Street,  Port  Angeles, 
WA  98362. 


FEATURE  WRITER 

You'd  love  it  here  if  you're: 

1 )  creative,  witty  and  driven 

2)  a  lover  of  the  good  life  --  i.e.  stylish 
clothes,  nice  homes  and  gorgeous 
gardens,  fine  dining,  self-indulgent 
pampering,  and 

3)  full  of  ideas  about  how  to  write 
about  that  life  and  the  people  who  live 
it. 

The  Palm  Beach  Post,  a  1 75,000- 
circulation  daily  in  South  Florida,  is 
looking  for  a  feature  writer  versatile 
enough  to  do  quick-turn  general  assign¬ 
ment  stories  as  well  as  those  focused 
on  “the  good  life".  Send  resume,  10 
clips  and  ten  story  ideas  to: 


_ EDITORIAL _ 

!  MANAGING  EDITOR 

!  The  Herald-Standard,  a  30,000  AM 
daily  in  southwestern  Pennsylvania, 
needs  a  news  professional  to  supervise 
our  day-side  staff.  We  seek  an  experi- 
1  enced  management  team  leader  with 
I  an  emphasis  on  people  skills.  Page 
design,  layout  experience  with  QuarkX- 
(  Press  pagination  system  needed.  Must 
I  be  able  to  handle  a  variety  of 
responsibilities  while  maintaining  the 
I  focus  on  producing  a  quality,  well- 
I  written  local  news  product.  Send  a 
cover  letter  and  resume  to: 

Michael  Ellis 
Executive  Editor 
Herald-Standard 

;  8-18  East  Church  Street 

Uniontown,  PA  1 5401 


MANAGING  EDITOR 
Tired  of  working  nights  and  weekends? 

Are  you  in  a  New  York  state  of  mind? 

Manhattan-based  international  trade 
association  seeks  hands-on  editor  for 
No.  2  slot  on  monthly  business  maga¬ 
zine,  fax  newsletter  and  web  site.  Staff 
management  experience  a  plus.  Excellent 
benefits.  Send  cover  letter,  resume  and 
salary  history  to  ICSC,  Human  Resources, 
665  Fifth  Avenue,  New  York,  NY  10022. 

MANAGING  EDITOR 


Nicole  Piscopo,  Features  Editor 
The  Palm  Beach  Post 
P.O.  Box  24700 
West  Palm  Beach,  FL  33405 


G.A.  REPORTER  for  220,000  daily. 
Join  a  newspaper  that  values,  nurtures, 
rewards  good  writing.  Although  this  is 
a  lifestyles  position,  expect  your  work 
to  regularly  run  on  Page  1A.  Send 
resume,  clips  to  Pat  Waters,  features 
editor,  Omaha  World-Herald,  1 334 
Dodge  Street,  Omaha,  NE  68102. 

Questions:  (402)  444-1050 


HIGH  ENERGY  REPORTER,  capable  of 
producing  clean,  crisp  copy  and  qual¬ 
ity  photographs,  for  fast-growing  ^ 
weekly.  Expect  solid  assignments  on  ; 
major  issues  in  rapidly  developing 
Caribbean  islands.  Salary  $285/week. 
Serious  applicants  only.  Resume,  clips  i 
to  Box  08652,  Editor  &  Publisher. 


IF  YOU'RE  A  food  and  wine  expert,  a  i 
team  player  and  a  seasoned  reporter,  ' 
there  is  opportunity  for  you  in  Northern 
California.  The  Press  Democrat,  a  New 
York  Times-owned  newspaper,  seeks  a 
lead  writer  to  help  guide  an  award¬ 
winning  weekly  section,  conduct  local  i 
wine  tastings  and  cover  one  of  the 
world's  liveliest  food  and  wine  scenes. 
One  to  three  years  of  daily  reporting 
experience  required,  including  hard 
news  coverage.  Send  resume,  clips,  let¬ 
ter  by  October  22  to  Dan  Taylor,  Real  , 
Life,  P.O.  Box  910,  Santa  Rosa,  CA 
95405. 


Spanish  language  daily  in  the  North- 
East  seeks  a  Managing  Editor.  Must  be 
efficient  both  in  management  and  news 
coverage.  Must  be  fully  bi-lingual  in 
Spanish  and  English.  Confident  indi¬ 
viduals  should  fax  resumes  to  (212) 
807-4743. 


MANAGING  EDITOR 
1  Albany,  NY-based  business  weekly 
seeks  No.  2  for  newsroom.  Candidates 
should  have  2  years'  supervisory  expe¬ 
rience  and  be  adept  at  juggling  multi- 
1  pie  tasks.  Resume,  work  samples  and 
salary  requirements  to  Marlene  Ken¬ 
nedy,  editor.  Capital  District  Business 
Review,  P.O.  Box  15081,  Albany,  NY 
12212.  albony@amcity.com _ 

MANAGING  EDITOR 
City  magazine  in  Las  Vegas  needs  a 
skilled,  experienced  leader  to  guide 
our  content  and  design.  Competitive 
pay,  benefits.  Resume  and  cover  letter 
in  confidence  to  Bruce  Spotleson,  gen¬ 
eral  manager.  Las  Vegas  Life,  820  S. 
Valley  View  Blvd.,  Suite  A,  Las  Vegas, 
NV  89107. 


MARYLAND'S  BEST  mid-sized  daily 
has  an  immediate  opening  for  an  Edu¬ 
cation  Reporter.  The  Herald-Mail  has 
won  more  awards  than  any  other 
paper  its  size  for  six  years  running  in 
the  Maryland/Delaware/D. C.  Press 
Association  contest.  If  you'd  like  to  be 
part  of  our  team,  please  send  cover  let¬ 
ter,  resume  and  salary  requirements  to 
Dave  Elliott,  personnel  director.  The 
Herald-Mail  Co.,  P.O.  Box  439, 
Hagerstown,  MD  21 740. 


Classified  Advertisers: 

If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at 
(212)  675-4380  ext.  171,  173 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
for  a  music  editor  at  its  weekly  news¬ 
paper  in  Ft.  Lauderdale.  Strong  writing 
skills  essential.  Job  entails  planning/ 
editing  music  section,  hiring  freelance 
reviewers,  and  writing  a  local  music 
column  as  well  as  feature-length 
pieces.  Send  cover  letter,  resume  and 
five  best  clips  to:  Andy  Van  De 
Voorde,  P.O.  Box  5970,  Denver,  CO 
802 1 7.  No  calls  or  E-mail,  please. 


NATIONAL  NEWSPAPER  EDITOR 

The  Publisher  of  the  National  Catholic 
Register,  a  growing  Catholic  news 
weekly  is  seeking  an  experienced 
editor-in-chief.  Suitable  candidate  will 
have  at  least  5  years  of  news  editorial 
experience,  have  a  refined  sense  of 
Catholic  issues,  and  be  highly  skilled  in 
meeting  deadlines  with  quality  results. 
Understanding  or  attractive  layout  and 
design  in  a  broadsheet  a  plus.  Salary 
will  commensurate  with  experience. 
Please  send  resume  to  Publisher, 
National  Catholic  Register,  P.O.  Box 
5425,  Hamden,  CT  0651 4. 


NEWS  COPY  EDITORS 
The  Record  in  Stockton,  CA  (55,000 
daily,  71,000  Sunday)  has  two  open¬ 
ings  for  news  copy  editors.  We  require 
2-3  years  daily  copy  desk  experience 
and  knowledge  of  QuarkXPress.  We 
also  have  an  opening  for  a  features 
copy  editor.  Contact  JoAnn  Kirby, 
news  editor.  The  Record,  P.O.  Box 
900,  Stockton,  CA  95202. 

Phone:  (209)  546-8572 
E-mail:  ikirby@recordnet.com 


NEWS  EDITOR:  Immediate  opening  at 
The  Long  Island  Catholic,  large- 
circulation  weekly,  for  a  journalist  who 
likes  to  report  and  write  as  well  as  edit 
and  manage  staff. 

Requirements:  Practicing  Catholic  with 
knowledge  of  Church  as  well  as  news¬ 
paper  experience.  Computer  skills 
important,  photography  a  plus.  Send 
resume,  two  clips  to  Editor,  The  Long 
Island  Catholic,  P.O.  Box  9009, 
Rockville  Centre,  NY  1 1 571  -9009. 


PHOTO  EDITOR  -  International  news 
organization  seeks  photo  editor  with 
newspaper  or  agency  experience;  lan¬ 
guage  skills  a  plus;  Zone  2.  Reply  to 
Box  08659,  Editor  &  Publisher. 


PHOTOGRAPHER 

The  Salina  Journal,  a  31 ,000  morning 
doily,  seeks  a  creative,  innovative  news 
photographer  to  join  our  three-person 
award  winning  photo  staff.  Applicants 
should  have  a  photojournalism  back¬ 
ground  and  Photoshop  knowledge.  The 
right  candidate  will  be  self  motivated 
and  a  quality-conscious  team  player. 
Send  resume  and  portfolio  to  Tom 
Dorsey,  The  Salina  Journal,  333  S.  4th 
Street,  Salina,  KS  67401 . 

Deadline:  October  30 


_ EDITORIAL _ 

POLITICAL  WRITER 

The  Daytona  Beach  News-Journal 
seeks  a  seasoned,  savvy  political  writer 
to  cover  local  and  state  politics  and  the 
annual  session  of  the  Florida  Legislature. 
We  want  an  energetic  digger  who  is 
skilled  in  working  sources  and  a  polished 
writer  who  can  produce  well-crafted 
stories  that  inform  readers.  Ability  to 
involve  citizens  in  issue-oriented  election 
coverage  also  is  a  must.  Please  send  letter, 
resume  and  clips  to  Don  Lindley,  manag¬ 
ing  editor.  The  Daytona  Beach  News- 
Journal,  P.O.  Box  2831 ,  Daytona  Beach, 
FL32120. 


POSITION  OPEN 

SENIOR  EDITORIAL  CONSULTANT 

Do  you  have  a  passion  to  improve  the 
readability  of  newspapers?  Can  you  com¬ 
municate  the  "voice  of  the  reader"  to 
newspaper  editors  who  want  to 
increase  the  readership  of  their  news¬ 
paper?  If  so,  Minnesota  Opinion 
Research  Inc.,  has  a  position  where 
you  can  communicate  the  results  of 
editorial  research  to  newspaper  man¬ 
agement  across  the  country.  We  are  a 
rapidly  growing  company  applying  the 
very  latest  in  innovative  approaches  to 
meet  the  needs  of  our  clients. 

We  are  seeking  a  Senior  Editorial 
Consultant.  This  individual  must  be 
motivated  to  respond  to  the  challenges 
of  the  publishing  industry  and  emerg¬ 
ing  online  publishing  technologies. 
Qualifications  should  include: 

•  Excellent  written  and  verbal  communi¬ 
cation  skills 

•  Extensive  publishing  and  print  news 
background 

•  Experience  with  attitudinal  survey 
research,  both  qualitative  and  quan¬ 
titative 

•  An  ability  to  develop  new  business 
and  present  research 

•  Willingness  to  travel  extensively 

An  undergraduate  degree  and  10  to 
15  years  experience  in  the  publishing 
industry  with  experience  concentrated 
in  the  editorial  product  development 
and  strategic  marketing  is  preferred. 
Advanced  degree  is  a  plus.  Salary  and 
benefits  are  highly  competitive. 

Send  resumes  to: 

Amy  Jo  Reimer  Myers 
Corporate  Recruiter 
Minnesota  Opinion  Research  Inc. 
Three  Paramount  Plaza 
7831  Glenroy  Road,  Suite  1 00 
Minneapalis,  Minnesota  55439 

Equal  Opportunity  Employer 


PRESENTATION  EDITOR 
The  Sun,  a  40,000-circulation  AM  serv¬ 
ing  west  Puget  Sound,  is  looking  for  a 
journalist  with  a  critical  eye  for  editing 
both  stories  and  art  to  lead  1 1  copy 
editors/designers.  We're  looking  for 
an  arganized,  seasaned  teacher/ 
manager.  If  you'd  like  to  live  a  ferry 
ride  from  Seattle  in  the  shadow  of  the 
Olympic  Mountains,  send  a  resume,  a 
letter  outlining  your  editing  philosophy 
and  clips  to  Brian  Stallcop,  editor.  The 
Sun,  545  Fifth  Street,  Bremerton,  WA 
98337. 


_ EDITORIAL _ 

RAPIDLY  EXPANDING  regional  paper 
seeks  reporters  -  news,  feature  and 
sports;  starting  salary  20K,  more  with 
experience;  exceptional  benefits. 
Sports  Editor,  starting  salary  30K. 
Layout/Copy  Desk,  starting  salary 
20K.  (304)  267-6766,  Carl  Lee,  P.O. 
Box  846,  Martinsburg,  WV  25402. 

REGIONAL  REPORTER  to  staff  our 
Spencer/Perry  county  bureau  about  30 
miles  east  of  Evansville,  IN.  Seeking 
self-motivated  individual,  minimum  one 
to  two  years'  experience  to  cover  gov¬ 
ernment,  write  features,  and  handle 
special  projects.  Metro  pay,  community 
environment  for  team  player. 

BUSINESS  EDITOR  with  three  to  five 
years'  experience  to  set  tone  for 
forward-looking,  two-reporter  business 
staff.  Develop  and  maintain  contacts  in 
robust  and  growing  business  com¬ 
munity,  write  column  and  daily  stories. 
Perfect  opportunity  for  number  two  on 
a  business  staff  to  move  up. 

If  interested,  contact  J.  Bruce  Baumann, 
managing  editor,  Evansville  Courier 
Company,  300  E.  Walnut,  Evansville, 
IN  4771 3. 


REPORTER  -  Award-winning  SE  daily 
needs  versatile,  hard-working  reporter 
to  help  produce  hard-edged  enterprise 
stories  for  the  PM  cycle.  Only  hard 
news  hounds  need  apply.  Willing  to  con¬ 
sider  entry-level  with  star  potential. 
Send  resume,  cover  letter,  5  clips  to 
Tabitha  Sparkes,  Birmingham  Post- 
Herald,  P.O.  Box  2553,  Birmingham, 
AL  35203. 


REPORTER  for  the  Midland  Reporter- 
Telegram,  a  27,000-circulation  daily 
in  West  Texas.  Degree  in  journalism  or 
communications  and  at  least  one  year 
experience  required.  Send  resume  and 
writing  samples  to  Mary  Dearen,  P.O. 
Box  1 959,  Midland,  TX  79701 , 

Fax:  (915)  570-7650 


EDITORIAL 


_ EDITORIAL _ 

REPORTER:  Six-day  daily  newspaper 
provides  opportunity  to  cover  city  gov¬ 
ernment  and  general  community  news. 

1 1  -member  newsroom.  6,000  circula¬ 
tion.  Opportunity  to  gain  broadcast 
experience  through  paper's  television 
station.  Live  in  a  community  of  14,000 
in  the  Tongass  National  Forest.  Send 
letter,  resume  and  clips  to  Belinda 
Chase,  managing  editor,  Ketchikan 
Daily  News,  P.O.  Box  7900, 
Ketchikan,  Alaska  99901 . 


REPORTER 

Immediote  opening  at  aggressive, 
small  daily  for  self-starter.  One  year  pro¬ 
fessional  experience  preferred,  but 
sharp  recent  journalism  grad  welcome. 
Familiarity  with  QuarkXPress,  photo 
skills  desired.  Applicants  from  north¬ 
east  only.  Cover  letter,  resume,  six  best 
clips  to  Ronald  W.  Hosie,  editor.  The 
Malone  Telegram,  387  E.  Main  Street, 
Malone,  NY  12953;  FAX  (518)  483- 
8579;  E-mail: 

telegram@slic.com 


REPORTERS  WANTED 
General  assignment  and/or  beat 
reporters  sought  by  award-winning 
1 3,000-circulation  daily  in  Eastern 
North  Carolina.  One  of  country's  best 
penetration  ratios  into  a  community 
where  newspaper  plays  a  major  role. 
The  paper  is  a  PM  published  Sunday 
through  Friday,  so  -  aside  from  night 
meetings  -  it  is  basically  a  straight-day 
job,  which  is  getting  rare  in  our  pro¬ 
fession.  Just  going  to  pagination  with 
latest,  best  equipment.  Town  is  located 
75  miles  from  Raleigh,  NC,  and 
Richmond,  VA,  3  hours  from  Washing¬ 
ton,  DC,  and  7  hours  from  New  York 
City.  At  least  a  year  of  newspaper 
reporting  experience  is  needed.  Send 
resume  to  Managing  Editor,  The  Daily 
Herald,  P.O.  Box  520,  Roanoke 
Rapids,  NC  27870. 


EDITORIAL 


APPLICATIONS  TRAINER 


Ever  thought  of  working  in  the  computer  industry?  American 
Computer  Innovators  is  looking  for  bright,  energetic  copy  editors 
and  page  designers  to  train  other  newsroom  professionals.  Ours 
is  the  only  truly  open,  database-driven  publishing  system  avail¬ 
able  today. 

Do  you  know  Microsoft  Word?  QuarkXPress?  Are  you  an  effec¬ 
tive  communicator  and  teacher?  Want  to  travel?  ACI  offers  excel¬ 
lent  salaries  and  benefits.  Join  a  winning  team. 

Send  a  resume  and  cover  letter  outlining  your  future  goals  and 
current  salary  requirements  to: 


Robert  A.  Laszio 
Installation  Manager 
American  Computer  Innovators,  Inc. 
61 1  Belchertown  Road 
Amherst,  MA  01002 
Fax:(413)256-3125 

E-mail:  RLASZLO@aci-openpages.com 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER  -  Growing  Midwesfern  60K 
daily  seeks  hard-charging  reporfer  to 
tackle  city  hall  coverage.  We  need 
someone  who  con  develop  sources  in 
all  the  right  places  and  hates  to  get 
beat  by  the  competition.  We  place  a  pre¬ 
mium  on  enterprise  reporting.  Send 
resume,  references  and  your  Hve  best 
clips  to  Box  08660,  Editor  &  Publisher. 
An  equal  opportunity  employer. 


REPORTERS 

The  Chronicle  of  Higher  Education  Is 
seeking  two  reporters  to  join  its  Gov¬ 
ernment  and  Politics  section.  The  first 
position  covers  federal  science  policy, 
spending,  and  other  political  issues. 
Tne  second  position  includes  beats  on 
a  range  of  federal  and  state  policies 
affecting  colleges.  Both  jobs  involve 
writing  news,  features,  and  analytic 
stories,  and  profiles  of  politicians  and 
policymakers  Candidates  should  have 
strong  reporting  and  writing  skills.  The 
Chronicle  is  an  award-winning,  inde¬ 
pendent,  weekly  national  newspaper 
with  a  Web  site  that  is  updated  daily. 
The  positions  ore  based  in  Washington 
and  involve  some  travel.  Pay  is  com¬ 
petitive.  Candidates  should  specify 
which  job  they're  applying  for,  and 
send  a  resume,  cover  letter,  and  writ¬ 
ing  samples  to  Patrick  Healy,  senior 
editor  for  Government  and  Politics,  The 
Chronicle  of  Higher  Education,  1 255 
23rd  Street,  NW,  Washington,  DC 
20037.  Please,  no  phone  calls.  The 
Chronicle  is  an  equal  opportunity 
employer. _ 

REPORTER 

Wanted:  The  Post-Bulletin,  Minnesota's 
largest  PM  newspaper,  is  looking  for 
an  experienced  reporter  to  fill  a  key 
beat  later  this  year.  Assignment  could 
be  state  government  beat,  depending 
on  skills  and  experience.  Send  250 
words  on  how  newspapers  can  better 
connect  with  readers,  plus  resume  and 
clips  of  five  best  stories,  to  Lynne 
Miller,  human  resources  director,  Post- 
Bulletin  Company,  L.L.C.,  P.O.  Box 
6118,  Rochester,  MN  55903-6118. 
Questions?  Call  City  Editor  Jay  Furst 
(507)  285-7742. 


_ EDITORIAL _ 

REPORTERS 

The  Salina  Journal,  a  32,000  daily 
newspaper  in  central  Kansas,  has  open¬ 
ings  for  news  reporters,  who  will  cover 
a  wide  variety  of  topics.  To  apply,  send 
clips  to  Deputy  Editor  Ben  Wearing, 
The  Salina  Journal,  333  S.  Fourth 
Street,  Salina,  KS  67401  or  call  (785) 
823-6363  or  (800)  827-6363. 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publidi  in-depth,  well- 
crafted  stones  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriecT  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Phoe¬ 
nix,  Houston  and  Ft.  Lauderdale. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


_ EDITORIAL _ 

SMALL  DAILY  located  on  one  of  the 
most  beautiful  and  culturally  diverse 
islands  in  the  world  is  looking  for  a 
copy  editor  with  at  least  two  years 
experience.  You  will  work  directly  with 
the  managing  editor  on  page  design 
and  editing.  If  you're  looking  for  a 
change,  a  challenge  and  an  adventure, 
please  send  resume  and  samples  to: 

Managing  Editor 
The  Garden  Island 
3 1 37  Kuhio  Highway 
Lihue,  Kauai,  HI  96766 
A  Pulitzer  Community  Newspaper 


SNOW  is  falling  in  Vail,  site  of  Alpine 
World  Championships.  New  PM  needs 
business  reporter  with  1  -2  years'  expe¬ 
rience.  $26,000  plus  benefits.  Joe 
Mathewson,  editor,  Vail  Valley  Busi¬ 
ness  Today,  (970)  949-0555  ext.  452. 
Start  soonest! 


SPORTS  COPY  EDITOR/REPORTER 

The  News-Enterprise,  a  1 7,000  circula¬ 
tion  AM  daily  newspaper,  has  an  open¬ 
ing  for  a  sports  copy  editor/reporter. 
Daily  desk  experience  is  preferred. 
Ideal  candidate  will  have  accuracy  as 
a  top  priority.  Desk  and  reporting  work 
involved.  Send  clips  and  resume  to  Jeff 
D'Alessio,  sports  editor.  The  News- 
Enterprise,  408  West  Dixie  Avenue, 
Elizabethtown,  KY  42701 . 


SPORTS  EDITOR 

Peninsula  Daily  News,  AMs,  1 5,000 
daily,  1 7,000  Sunday,  in  beautiful  Port 
Angeles,  WA,  seeks  community- 
minded,  take-charge  sports  editor. 
Must  have  management,  leadership 
skills  and  commitment  to  balancing 
essential  school  sports  and  outdoor/ 
recreation  with  national  sports.  Send 
resume,  convincing  letter,  work  sam¬ 
ples  to  Publisher  John  Brewer,  Peninsula 
Daily  News,  305  W.  First  Street,  Port 
Angeles,  WA  98362.  Demonstrated  skill 
with  QuarkXPress  page  design/layout 
programs  required. 


_ EDITORIAL _ 

SPORTS  EDITOR:  Dodgertown  isn't  the 
only  exciting  thing  to  cover  in  Vero 
Beach.  We've  got  professional  golf, 
tennis  and  bicycling,  great  recreational 
programs  and  prep  teams  with  amaz¬ 
ing  traditions.  Local  news  is  our  forte, 
and  we  need  an  editor  who  prizes 
local  enterprise  reporting  and  columns. 
Supervisory  experience  helpful. 

Send  resume,  clips  and  your  idea  of 
what  a  sports  section  should  be  to 
Larry  Reisman,  editor.  The  Press  Journal, 
P.O.  Box  1 268,  Vero  Beach,  FL 
32961. 


SPORTS  TEAM  LEADER 

The  Modesto  Bee,  a  McClatchy  News¬ 
paper,  has  a  key  position  available  on 
the  newsroom  management  team  for  a 
Sports  Team  Leader. 

Ideal  candidate  will  have  previous 
experience  as  a  sports  editor  or  assis¬ 
tant,  degree  in  journalism  with  experi¬ 
ence  as  a  reporter  and  copy  editor  and 
previous  management  experience. 

Responsibilities  include  managing  the 
day-to-day  operation  of  the  sports 
department.  This  includes  planning 
story  and  photo  assignments  locally 
and  from  the  wire.  Oversee  production 
of  the  section,  including  editing  and 
layout  of  pages. 

Excellent  benefits:  medical,  dental, 
vision,  401  (k),  employee  stock  purchase 
and  3  weeks  vacation.  Modesto  is  located 
in  the  Central  Valley  and  is  only  a  short 
drive  from  wine  country,  snow  skiing  and 
the  ocean. 

Send  resume,  with  professional 
references  to  The  Modesto  Bee,  Human 
Resources,  P.O.  Box  3928,  Modesto, 
CA  95350. 

E-mail: 

callison@modbee.com 
FAX:  (209)  578-2095 
Deadline  to  apply  is  10/30/98 


Issue  Dates: 
NOVEMBER  21 
DECEMBER  19 
JANUARY  16 


Space  Deadlines: 
NOVEMBER  1 1 
DECEMBER  9 
JANUARY  6 


In  addition  to  our  monthly  feature,  Editor  &  Publisher 
devotes  a  special  Recruitment  Section  once  a  year  to 
highlight  issues  that  affect  both  employees  and 
human  resource  professionals  at  newspapers.  Re¬ 
cruitment  needs  today  are  ever-changing.  We  cover 
many  topics  including  how  vast  technological 
advances  are  creating  new  positions  and  the  need  for 
individuals  with  specialized  skills. 


To  place  an  advertisement  in  any  of  these  sections  call  the 
E&P  Classified  Department  (212)  675-4380. 

Ext.  171  or  173. 
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_ EDITORIAL _ 

SPORTS  REPORTER 

The  Evening  Sun  in  Hanover,  PA,  a 
21 ,0000-circulaHon,  award-winning 
afternoon  newspaper  in  south  central 
Pennsylvania,  needs  a  sports  reporter 
to  cover  the  area  high  school  sports 
scene,  about  1 0  schools.  Also  includes 
two  Division  III  colleges.  Division  I 
basketball  at  Mount  St.  Mary's,  some 
Baltimore  Orioles  and  Ravens  and 
Penn  State.  Pagination  experience 
helpful  but  not  necessary.  Primarily 
evening  hours.  Send  resume,  clips  to 
Lori  Goodlin,  editor.  The  Evening  Sun, 
1 35  Baltimore  Street,  Hanover,  PA 
17331. 


SENIOR  EDITOR 
Gardening 

If  you're  o  strong  writer  with  solid  back¬ 
ground  in  gardening,  horticulture,  or 
landscape  design,  this  may  be  the 
editorial  position  for  you. 

Better  Homes  and  Gardens  Special 
Interest  Publications  has  on  opening  for 
o  Senior  Editor/Gardening.  The 
responsibilities  of  this  position  will 
include,  but  ore  not  limited  to,  produc¬ 
ing  two  issues  of  Perennials  magazine 
and  assisting  the  Group  Manager  in 
projects  as  assigned.  The  editor  must 
be  able  to  conceptualize  magazine  con¬ 
tent  of  most  value  to  readers,  produce 
the  material  on  deadline,  and  relate 
topics  in  a  clear,  useful,  yet  inspiring 
way,  even  if  it's  a  story  on  garden 
basics  such  as  choosing  a  plant  or 
improving  soil. 

Location:  Des  Moines,  Iowa;  Corporate 
Headquarters 

Qualified  candidate  will  hove: 

•  Bachelor's  degree,  with  substantial 
career  experience  in  gardening  land¬ 
scape  or  landscape  design;  degree  in 
horticulture/botany  is  preferred 

•  5  or  more  years  editorial  experience 
in  magazine,  book  or  newspaper 

•  proven  knowledge  and  hands-on 
experience  in  the  field  of  gardening 

•  an  ability  to  handle  multiple  tasks 
effectively  and  efficiently  under  strict 
deadlines 

•  excellent  written  and  verbal  commu¬ 
nication  skills 

If  you  possess  these  qualifications  and 
are  looking  for  a  career  that  offers  a 
creative  working  environment,  com¬ 
petitive  compensation  package  and 
generous  benefits,  please  send  cover 
letter,  resume,  writing  samples  and 
salary  history,  in  conhdence,  to: 

Ms.  D.  Neuman 
Supervisor,  Corporate 
Staffing  Services/Dept.  435 

MEREDITH  CORPORATION 
1716  Locust  Street 
Des  Moines,  lA  50309-3023 
Fax:  (515)  284-2958 
An  Equal  Opportunity  Employer 


_ EDITORIAL _ 

TEXAS  LAWYER,  the  state's  only 
weekly  newspaper  devoted  to  the  legal 
cammunity  with  offices  in  Dallas,  Aus¬ 
tin  and  Houston,  has  openings  for 
legal  journalists.  Positions  involve  cover¬ 
ing  legal  issues,  law  firms  and  the  busi¬ 
ness  of  law.  Excellent  opportunity  for 
advancement.  Legal/business  experi¬ 
ence  preferred.  Send  resume,  clips  to 
Joseph  Calve,  editor  and  publisher, 
Texas  Lawyer,  900  Jackson  Street, 
Suite  500,  Dallas,  TX  75202. 

Fax:(214)741-2325 
E-mail:  jcalve00@counsel.cc)m 

THE  BAKERSFIELD  CALIFORNIAN,  an 
emerging  85,000-circulation  daily  in 
Central  California,  has  the  following 
opening  in  its  Sports  Department: 

ASSISTANT  SPORTS  EDITOR:  Primary 
duties  include  supervising  sports  copy 
desk,  layout,  headline  writing  and 
copy  editing.  Supervisory  experience 
and  QuarkXPress  experience  pre¬ 
ferred.  Our  session  is  heavy  on  local 
copy.  The  right  candidate  will  design 
bright  informative  front  pages  and 
inside  pages  and  be  able  to  deal  with 
deadline  pressure.  Our  staff  blends 
youth  and  experience  and  is  committed 
to  excellence.  Three  to  five  years'  daily 
newspaper  experience.  All  applicants 
are  subject  to  a  pre-employment 
physical  and  drug  screen. 

Please  send  resume  and  work  samples 
to  Sports  Editor  John  Millman,  The 
Bakersfield  Californian,  P.O,  Bin  440, 
Bakersfield,  CA  93302;  or  E-mail  to: 
jmillman@www.bakersfield.com 

THE  CHRONICLE-TELEGRAM,  32,000- 
circulation  daily  west  of  Cleveland,  is 
looking  for  a  copy  editor  who  can 
write  bright  headlines,  lay  out  a  page, 
and  polish  stories  with  care  on 
deadline.  We  want  a  real  wordsmith 
who  takes  pride  in  clean,  clear  lan¬ 
guage.  Pagination  experience  a  plus. 
Send  a  resume  along  with  writing  and 
layout  samples  to  Managing  Editor, 
The  Chronicle-Telegram,  225  East 
Avenue,  Elyria,  OH  44035. 


THE  SEATTLE  TIMES  seeks  an 
enterprise  reporter  for  its  sports 
department.  We're  looking  for 
someone  who  has  demonstrated  the 
ability  to  produce  innovative,  insightful 
and  readable  stories  on  the  business, 
sociology  and  psychology  of  sports, 
and  on  personalities  and  trends.  We 
require  good  news  sense,  smart  and 
creative  ideas,  a  polished  written 
voice,  the  ability  to  see  and  report  the 
big  picture  and  the  ability  to  work 
independently  as  well  as  with  a  team. 
Five  years  of  daily  newspaper  experi¬ 
ence  required.  Please  send  no  more 
than  1 0  examples  of  your  work,  along 
with  five  story  proposals,  a  resume  and 
references  to  Cathy  Henkel,  sports 
editor,  Seattle  Times,  1 1 20  John  Street, 
Seattle,  WA  981 09-5321. 


FAX  your  ad  to 
212  *929  ♦1259 


_ EDITORIAL _ 

THE  ST.  JOSEPH  NEWS-PRESS,  an 
award-winning  AM  daily  with  a 
41,000  circulation,  is  seeking  talented, 
dedicated  reporters.  These  positions 
require  at  least  1  -3  years  of  reporting 
experience,  although  we'll  consider 
candidates  with  the  passion  and  work 
ethic  to  make  themselves  top-notch 
reporters.  St.  Joseph  is  a  historic  town 
of  70,000  along  the  banks  of  the 
Missouri  River  in  Northwest  Missouri. 
It's  a  safe,  inexpensive  community 
located  less  than  an  hour  from  Kansas 
City. 

Please  send  resumes  and  a  variety  of 
5-7  work  samples  to  Bob  Unger,  exec¬ 
utive  editor,  St.  Joseph  News-Press, 
P.O.  Box  29,  St.  Joseph,  MO  64502. 


THE  TAHOE  Daily  Tribune  has  an 
immediate  opening  for  a  full-time 
sportswriter.  The  job  includes  covering 
sports  for  two  high  schools  and  one  col¬ 
lege  besides  a  variety  of  winter  and 
summer  events  that  take  place  in  the 
eye-pleasing  Lake  Tahoe  area.  The 
position  also  reguires  knowledge  of 
QuarkXPress  and  the  AP  Stylebook. 
Qualified  applicants  should  send 
resume  and  clips  to  Sports  Editor  Steve 
Yingling,  3079  Harrison  Avenue, 
Soum  Lake  Tahoe,  CA  96150. 


WIRE  EDITOR 

The  Orange  County  Register  is  seeking 
an  enthusiastic,  self-motivated  wire 
editor  to  handle  our  A3  World  Report, 
an  intensely  digested  page  that  maps 
out  the  day's  national  ancTinternational 
events.  Strong  news  judgment  and 
copy  editing  skills  a  must.  Some  Design 
Work  also  involved.  Send  resume  and 
work  samples  to  Gene  Harbrecht,  assis¬ 
tant  news  editor/wires,  625  N.  Grand 
Avenue,  Santa  Ana,  CA  92701 . 

E-mail:  Gharbrechl@link.freedom.com 


_ EDITORIAL _ 

SMALL  CENTRAL  Florida  daily  in  grow¬ 
ing  market  seeks  county  reporter.  At 
least  two  years'  daily  reporting  expe¬ 
rience  required.  Send  resume  and  clips 
to  executive  editor.  News  Chief,  650 
Sixth  Street,  SW,  Winter  Haven,  FL 
33880,  (941)  294-7731,  EOE. 


WRITER/URBAN  PLANNER 

Small  but  growing  research/ publishing 
firm  seeks  writer/editor.  3-5  years 
solid  journalism  experience,  plus 
interest/experience/ training  in  urban 
and  environmental  planning.  Attractive 
Southern  California  location.  Reply  to 
Box  08623,  Editor  &  Publisher. 


INFORMATION  SYSTEMS 

CNI  CORPORATION,  a  computer  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experienced 
in  newspaper  work  flow  and  capable 
in  MS  Word  and  QuarkXPress.  Novell 
and/or  MS  Networking  experience  is 
desirable.  Nationwide  travel  is  required. 

E-mail  resume  to:  hr@cnicorp.com 
Please  include  your  name  on  the  subject 
line. 


SYSTEMS  EDITOR:  News  tech  support, 
format  writing,  troubleshooting  and 
training.  Good  salary  and  benefits. 
Need  journalism  background.  Apply  to 
Bill  Ruberry,  Richmond  Times-Dispotch, 
P.O  Box  85333,  Richmond,  VA 
23293. 


wruberry@timesdispatch.com 


Don’t  miss  the  Help  Wanted  ads  in  this  week’s 
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HELP  WANTED 


INFORMATION  SYSTEMS 

THE  STAR  TRIBUNE  has  openings  for 
newsroom  systems  application  spe¬ 
cialists.  We  ore  seeking  one  PC  specialist 
and  one  Mac  specialist. 

In  these  positions,  you  would  be  a  trou¬ 
ble-shooter  and  coach  for  computer 
users  in  the  newsroom.  Responsibilities 
include  identifying,  analyzing  and  solv¬ 
ing  newsroom  system  software  prob¬ 
lems;  conducting  training  sessions  for 
newsroom  staff;  planning  and  coordinat¬ 
ing  the  installation  and  upgrading  of  PC 
software,  hardware  and  associated 
peripherals.  Haurs  primarily  1-10  p.m. 
M-F.  Salary  range  $558-1050  per  week, 
depending  on  experience. 

Candidates  must  have  broad-based 
experience  in  a  networked  publishing 
environment  and  ability  to  work  suc¬ 
cessfully  with  creative  professionals  as 
well  as  with  systems  professionals.  Suc¬ 
cessful  applicants  will  have  a  minimum 
of  5  years  professional  experience  with 
personal  computers  and  software 
applications,  and  some  journalism 
background. 

The  Star  Tribune  is  owned  by  Sacra¬ 
mento-based  McClatchy  Newspapers 
Inc.  It  is  the  1 6th  largest  daily  newspa¬ 
per  in  the  nation,  with  a  circulation  of 
387,412.  The  Sunday  Star  Tribune  is 
the  12th  largest  Sunday  paper  in  the 
country  with  a  circulation  of  668,466. 

To  apply,  send  a  letter  of  application 
and  resume  to: 

Dan  Barnes,  Technology  Director 
The  Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
Phone:  (800)  829-8742  ext.  4723 
E-mail:  barnes@startribune.com 
Apply  by  Friday,  October  30 

MAILROOM 

MAILRtDOM  SUPERVISOR 

13,000  circulation  AM  6  day  daily  is 
currently  seeking  a  qualified,  highly 
motivated  candidate  to  manage  our 
mailroom  operation.  This  position  is 
responsible  for  23  mailroom  employ¬ 
ees,  machine  maintenance,  commercial 
packaging,  and  inserting  newspaper 
products.  We  offer  a  competitive 
salary,  medical  and  life  insurance, 
401  (k),  vacation,  holidays,  and  more. 
Submit  resume  with  salary  history  to 
Circulation  Manager,  The  Enquirer- 
Journal,  P.O.  Box  5040,  Monroe,  NC 
28111-5040.  Confidential  Fax  (704) 
283-4390. 


_ MARKETING _ 

STRATEGIC  MARKETING  MANAGER 

I  If  you're  a  marketing  professional  j 
I  ready  for  a  new  challenge  in  a  great 
i  Gulf  Coast  market,  the  News-Press 
■  (Fort  Myers,  FL)  would  like  to  know 
about  you.  This  role  helps  develop 
strategies  to  increase  acquisition,  reten¬ 
tion  and  loyalty  of  both  readers  and 
advertisers.  Strong  analytical  skills, 
extensive  knowledge  of  research  meth¬ 
odologies  and  database  marketing 
applicatians  and  facility  for  results- 
oriented  communications  and  lead- 
!  ership  required.  We're  a  Gannett 
newspaper  of  90,000  circulation  daily 
and  108,000  Sundays  in  a  community 
j  about  to  experience  its  exciting  annual 
influx  of  winter  residents.  Send  resume 
(including  references  and  salary  history 
or  requirements),  cover  letter  and  any 
,  relevant  samples  of  your  work  to  Lynne 
I  Perri,  coordinator/Recruiting  and  Place- 
j  ment,  Gannett  Co.,  Inc.,  Dept.  M02, 
1100  Wilson  Blvd.,  Arlington,  VA 
22234.  As  Equal  Opportunity 
Employers,  the  News-Press  and  Gan- 
j  nett  value  diversity  and  especially 
encourage  those  who  share  our  vision 
to  apply. 


MARKET  RESEARCH 

POSITION  AVAILABLE 
RESEARCH  ANALYST 

I  Minnesota  Opinion  Research  Inc.,  a 
'  leading  publishing  research  and  con¬ 
sultation  firm  is  seeking  a  research  ana¬ 
lyst.  This  individual  will  assist  in 
designing  research  instruments,  analyz¬ 
ing  data,  and  preparing  materials  for 
market  research  prajects.  He  or  she 
will  also  travel  on  occasion.  The  posi- 
1  tion  requires  an  individual  with 
excellent  oral  and  written  communica¬ 
tion  skills,  the  ability  to  function  as  a 
I  part  of  a  team,  good  organizational 
skills,  computer  skills,  computer  experi- 
I  ence,  and  knowledge  of  and  some 
,  experience  in  the  design,  application, 
and  analysis  of  survey  research.  Also 
required  is  a  quantitative  methods 
background,  experience  with  SPSS, 
and  the  ability  to  work  with  little 
supervision.  This  position  requires  an 
!  individual  with  at  least  a  bachelor's 
degree  in  social  sciences,  journalism, 
communications,  or  market  research. 

If  interested  and  qualified,  please  send 
^  a  cover  letter,  thesis  or  other  major  writ¬ 
ing  sample,  and  resume  to: 

Amy  Jo  Reimer  Myers 
Corporate  Recruiter 
!  Minnesota  Opinion  Research  Inc. 

Three  Paramount  Plaza 
7831  Glenroy  Road,  Suite  1 00 
Minneapolis,  Minnesota  55439 

Equal  Opportunity  Employer 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note  listing  the  newspapers  or  companies  you  do 
not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list, 
We'll  discard  your  reply. 


MARKET  RESEARCH 

MARKETING  RESEARCH  MANAGER 

i  Top  newspaper  marketing  team  has 
1  immediate  opening.  We  seek  a  person 
I  skilled  in  all  facets  of  marketing 
I  research  with  strength  in  media 
1  applications.  Manage  major  studies, 
analyze  and  present  findings.  Plan  and 
1  oversee  sharing  of  data  in  sales  pre- 
;  sentations  and  strategic  reports. 

I  Supervise  analysts  and  administer 
j  budget.  Writing/editing  ability  a  must, 
I  as  well  as  familiarity  with  latest  analy- 
I  sis,  graphics  and  mapping  software, 
j  Rush  resume  and  salary  expectations 
!  *°' 

j  Joe  Frederickson 

Marketing  Director 
The  Press-Enterprise 
j  351 2  Fourteenth  Street 

I  Riverside,  CA  92501 

Fax:(909)248-6115 
i  E-mail:  jfrederickson@pe.com 


S  POSITION  AVAILABLE 

SENIOR  RESEARCH  ANALYST 

;  Minnesota  Opinion  Research  Inc.,  a 
leading  print  research  and  consultation 
firm,  is  seeking  a  senior  research  ana¬ 
lyst  with  a  strong  quantitative  back- 
:  ground  and  extensive  empirical 
I  research  design  skills.  We  are  a 
i  rapidly  growing  company  applying  the 
I  very  latest  in  innovative  research 
designs  to  meet  the  needs  of  our 
i  clients.  We  service  clients  across  the 
range  of  the  publishing  industry. 

We  are  seeking  a  motivated  individual 
who  responds  to  challenges  and  who 
j  can  design  and  apply  empirical 
research  to  arrive  at  innovative  solu¬ 
tions.  Minimum  qualifications  include: 

j  •  Excellent  written  and  verbal  communi¬ 
cation  skills 

I  •  Experience  with  a  range  of  research 
designs  and  methodologies 

•  Proficiency  in  multivariate  statistical 
data  analysis 

•  An  ability  to  interpret  complex  data  to 
answer  client  questions  and  issues 

;  •  A  willingness  to  travel  to  meet  with 
clients 

•  An  ability  to  handle  multitasks,  often 
,  within  tight  deadlines 

A  Master's  degree  in  social  science  is 
required;  a  Ph.D.  is  strongly  preferred. 

I  Experience  in  the  publishing  industry  is 
'  a  strong  plus.  Salary  and  benefits  are 
highly  competitive. 

If  interested  and  qualified,  please  send 
j  cover  letter,  thesis  or  other  major  writ¬ 
ing  sample,  and  resume  to: 

Amy  Jo  Reimer  Myers 
Corporate  Recruiter 
Minnesota  Opinion  Research  Inc. 
Three  Paramount  Plaza 
!  7831  Glenray  Road,  Suite  100 

Minneapolis,  Minnesota  55439 

Equal  Opportunity  Employer 

The  two  most  important  things  in  life  are 
\  good  friends  and  a  strong  bull  pen 

Bob  Lemon 


I _ PHOTOGRAPHY _ 

FULL-TIME  PHOTOGRAPHER  needed 
at  The  Independent,  a  1 6,500,  six-day 
i  daily  in  the  heart  of  beautiful  Indian 
I  country.  Position  will  cover  the  Navajo, 
i  Zuni  and  Hopi  reservations  and  the 
I  Four  Corners.  Degree  in  photo¬ 
journalism  required  and  at  least  one 
internship  and  experience  in  Photoshop 
preferred.  Send  portfolio  and  resume  to 
Jeff  Jones,  The  Independent,  500  N.  Ninth 
Street,  Gallup,  NM  87305.  For  more 
j  information  E-mail: 

JJones@cia-g.com 


I  PHOTCX3RAPHER:  We  are  looking  for 
a  photographer  with  an  interest  in 
design  to  join  our  award-winning  staff 
j  on  a  six-  day,  15,000  AM  paper. 

]  Great  opportunity.  Send  resume, 
references  and  samples  to  Marifrank 
DaHarb,  managing  editor,  Roswell 
Daily  Record,  P.O.  Box  1 897,  Roswell, 
NM  88202. 

PRESSRCX)M 

PRESS  MANAGER 

The  Sun  Herald  in  Biloxi,  MS  is  seeking 
a  Press  Manager,  someone  to  run  a 
Headliner  Offset  press  crew.  We're  a 
50,000-plus  daily  on  the  Mississippi 
Gulf  Coast,  known  for  beaches,  deep- 
sea  fishing,  casinos  and  a  booming 
economy.  Excellent  benefits  package. 
Send  salary  history  and  resume  to 
Operations  Director,  Marlene  Kler,  c/o 
The  Sun  Herald,  P.O.  Box  4567,  Biloxi, 
MS  39535  or  call  (228)  896-2392. 


PRESS  OPERATOR 

■  Advancement  opportunity,  excellent 
i  benefits,  401  (k),  clean  modern  facility, 
great  pay.  Applicants  should  have 
Goss  Community  or  similar  press  run¬ 
ning  experience.  Send  resume  or  call 
1  CM  Printing,  5253  Sinclair  Road,  Col- 
I  umbus,  OH  43229.  (614)  885-6020. 
'  All  replies  confidential.  EOE 


I  PRESS  OPERATORS 

The  Miami  Herald,  a  Knight  Ridder 
!  newspaper,  is  seeking  journeymen 
press  operators  to  join  its  winning 
team.  Currently  undergoing  the  installa¬ 
tion  of  five  new  Goss  Newsliner 
j  presses,  these  positions  offer  opportu¬ 
nity  for  advancement.  Ideal  candidates 
i  will  posses  a  minimum  of  five  years 
press  experience  in  quality  offset  print- 
j  ing.  Must  be  familiar  with  all  phases  of 
offset  technology,  have  the  ability  to 
;  identify  and  correct  common  printing 
problems  as  well  as  perform  under 
^  deadline  guidelines.  Attention  to  qual- 
I  ity  is  essential.  Candidates  should  be 
'  highly  motivated  and  results  driven. 

We  can  offer  a  highly  competitive 
I  salary  and  an  outstanding  benefits 
program. 

Please  mail  resume  to: 

The  Miami  Herald 

j  Human  Resources  Department 
Attn:  Pressroom 
I  One  Herald  Plaza 

Miami,  FL  33132-1693 
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CLASSIFIED 


HELP  WANTED 


PRESSROOM 


_ PRESSROOM _ 

PRESSROOM  MANAGER(S) 

The  News  Tribune,  is  seeking  a  Press 
Manager  to  oversee  its  entire  press 
operation  and  on  Assistant  Manager  to 
oversee  the  night  press  operation. 

The  News  Tribune  is  located  in 
Tacoma,  and  is  Washington's  3rd 
largest  newspaper  at  1 36,000  daily 
circulation  (155,000  Sunday)  and 
printer  of  the  New  York  Times  National 
edition  (22,000  copies).  We  have  18 
units  of  Goss  Metro  Offset  in  line  mak¬ 
ing  up  two  9  unit  presses. 

Press  Manager  responsibilities  include 
operational,  budgets  and  capital  plan¬ 
ning,  employee  issues  such  as 
performance  appraisals,  training,  etc. 

Successful  candidates  will  have  strong 
communication  skills  to  provide  clear 
and  consistent  direction  for  press  staff. 
Previous  experience  in  Employee  rela¬ 
tions,  other  supervisory  experience, 
and  college  degree  preferred.  Previous 
press  experience  is  not  required. 

The  News  Tribune  is  a  McClatchy 
newspaper  and  offers  a  competitive 
salary  and  excellent  benefit  package 
including  retirement  and  401  (k)  with 
company  match.  If  you  are  interested 
in  one  of  the  positions,  or  wish  more 
information,  contact: 

Jeff  Stalcup,  Operations  Director 
The  News  Tribune 
P.O.Box  11 000 
Tacoma,  WA  9841 1 
(253)  597-8765 

E-mail:  stalcup. jeff@m.tribnet.com 

THE  SACRAMENTO  BEE  has  an 
excellent  opportunity  for  an  experi¬ 
enced  Pressperson.  the  pressperson  is 
responsible  for  operation  and  main¬ 
tenance  of  web  offset  lithographic 
perfecting  press  for  production  of  daily 
newspaper.  We  require  a  minimum  of 
four  years'  experience  on  double  wide 
offset  newspaper  presses.  Minimum 
education  is  high  school  graduate  with 
special  training  in  graphic  arts  or  press- 
work.  Must  be  available  to  work 
nights.  We  offer  a  competitive  salary 
and  an  excellent  benefits  package.  To 
apply,  please  fax  resume  to  (916)  321  - 
1984  indicating  the  Pressperson  posi¬ 
tion.  Or  mail  resume  to: 

The  Sacramento  Bee 
Human  Resources 
P.O.Box  15779 
Sacramento,  CA  95852 

PRESSROOM  SUPERINTENDENT:  The 
Solina  Journal,  a  31,000  daily  morn¬ 
ing  newspaper,  seeks  a  leader  for  its 
pressroom  staff  of  nine.  This  individual 
needs  to  have  proven  managerial 
skills,  mechanical  strengths  and  a  qual¬ 
ity-driven  attitude.  The  Journal  prints  a 
daily  product,  plus  some  commercial 
jobs  on  an  eight  unit  Goss  Urbanite. 
Pressroom  supervisory  experience  pre¬ 
ferred.  Send  application  to  Human 
Resource  Director,  The  Solina  Journal, 
P.O.  Box  740,  Solina,  KS  67402- 
0740. 

Faith  is  God  felt  by  heart,  not  by  reason 

Blaise  Pascal 


SUPERVISOR 

Major  newspaper  in  the  Northeast  is 
currently  seeking  a  middle  level  man¬ 
ager  for  our  pressroom.  Ideal  candi¬ 
date  will  have  a  minimum  of  10  years 
pressroom/supervisory  experience  in 
the  newspaper  or  related  industries. 
Union  environment  experience  is 
helpful,  as  well  as  a  knowledge  of  off¬ 
set  press  equipment.  This  position 
requires  an  individual  with  very  strong 
supervisory,  communication,  and 
interpersonal  skills.  We  offer  a  reloca¬ 
tion  package,  along  with  an  excellent 
salary  and  comprehensive  benefits. 
MAIL  RESUMES  TO  Box  08658,  Editor 
&  Publisher. 

PRODUaiON/TECH 

Community  Newspaper  Company  is 
Greater  Boston's  fastest  growing  media 
company.  CNC  publishes  90  weekly 
newspapers,  20  shoppers,  2  dailies 
and  numerous  niche  products  reaching 
1 .4  million  readers  weekly.  Our  ABC 
audited  paid  circulation  is  414,118 
and  our  free  weekly  circulation  is 
528,024.  Our  award-winning  news¬ 
papers  and  Internet  products,  com¬ 
bined  with  our  commitment  to  people, 
technology,  promotion  and  training 
provide  a  perfect  backdrop  for  success. 
We're  looking  for  a  top-notch  industry 
professional: 

VICE  PRESIDENT  OF  PRODUaiON 
This  is  a  hands-an  position  responsible 
for  prepress,  press,  and  mailroom  for 
three  production  facilities  located 
throughout  eastern  Massachusetts.  Duties 
include  insuring  high  quality  production 
standards,  budgeting  procedures,  inven¬ 
tory,  and  safety.  The  ideal  candidates  will 
have  a  passion  for  quality,  be  familiar 
with  all  ospects  of  the  newspaper 
production  process,  be  a  team  player,  and 
be  skilled  in  communications  and  quality 
improvement.  Ten  years  directly-related 
experience  with  a  complete  understand¬ 
ing  of  the  mechanical  (Goss),  electrical, 
and  computer  equipment  used  in  the 
newspaper  printing  industry  is 
required.  Interested  candidates  should 
fax  resumes  to  Matt  Burke  at  (781) 
433-6740  or  E-mail  to: 

m.burke@cnc.com 

SALES 

NATIONAL  EMPLOYMENT  SALES 
Newspaper  and  web-site  looking  for 
an  experienced  salesperson  to  work  in 
our  Williston,  Vermont  office.  Salary  -i- 
commission.  Resume  to  HR  Director, 
P.O.  Box  1 1 58,  Williston,  VT  05495. 


SALES  MANAGER 

Nation's  largest  media  placement  firm 
reaching  specialized  markets  seeks 
executive  to  lead  sales  force  on 
national  level.  This  dynamic  leader  will 
create  training  systems,  set  direction, 
develop  5-year  plan.  Outstanding 
opportunity  for  top  performer  to  be  a 
key  player  in  a  fast-growing  media 
company  on  the  cutting  edge.  Visit  us 
at  www.marketmedia.com  and  mail 
resumes  and  salary  history  to: 

Valerie  Janssens 
Market  Place  Media 
26  Castilian  Drive 
Santa  Barbara,  CA  93117 
Fax:  (805)  968-8003 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING? 


Use  the  best  read  Classified  Ad 
Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who's  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 


New  ads  every  week! 


Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  11  West  19th  Street.  New  York.  10011 
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CLASSIFIED  ADVERTISING 
INFORMATIDN 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply -$27.50 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6 -13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 

PAYMENT 

Make  check  payable  to  Editors  Publisher 
charge  to  your  American  Express, 

VIS4  MasterCard  or  Visa.  Please  supply  name 

(gggg  QP  jQQoupt  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accounts  and  fx^ons  wanted  ads  must  pre-pay. 

TO  PUCE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 


ADMINISTRATIVE _ 

COMMUNITY  MINDED,  people/profit 
oriented  publisher  with  solid  track 
record  seeking  position  with  doily  to 
30,000  or  Mid-to-Lorge  weekly.  Strong 
advertising  background.  Reply  to  Box 
08645,  Editor  &  Publisher. _ 

NEED  A  profitable  publisher  who'll 
core  for  your  staff  &  community?  Expe¬ 
rience  all  facets,  dailies,  weeklies  & 
niche.  Box  08653,  Editor  &  Publisher. 

PUBLISHER  SEEKING  a  position  os 
Publisher/General  Manager.  Com¬ 
munity  leader,  people/profit  oriented. 
20  years  experience  in  advertising, 
circulation  and  commercial  printing. 
Will  relocate.  Call  Lonnie  at  (281) 
333-0606  or  E-mail  at: 

cancly@phoenix 

PUBLISHER'S  CONSULTANT:  Able  to 
develop  or  simply  implement  new 
policies  to  solve  problems  in  advertis¬ 
ing,  circulation,  editorial  and  produc¬ 
tion.  30  years  publishing  experience  in 
weekly,  TMC  and  daily  publications. 
Able  to  pinpoint  and  solve  revenue, 
distribution  or  content  problems  by 
department,  or  isolate  and  correct 
personnel  problems  and  Increase 
morale.  Available  for  short  or  long¬ 
term  projects,  or  for  problem  review 
and  analysis.  I  work  as  the  publisher's 
right  hand.  Experienced  in  quick 
turnaround  techniques  and  in  achiev¬ 
ing  long-range  goals.  All  services  confi¬ 
dential.  Call  Michael  Bradley  at  (508) 
563-2835  or  E-mail: 

mbradley@capecod .  net 


_ ADMINISTRATIVE _ 

REVENUE  DRIVEN,  bottom  line  Pub¬ 
lisher  employed  with  EBITDA  for  98  in 
30's.  20-t  years  of  experience.  Forte  in 
sales,  goal  setting,  strong  people  skills. 
Active  in  community  with  solid  track 
record.  Leads  by  example  and  thrives 
on  challenges.  Box  08663,  Editor  & 
Publisher. 


7-YEAR  MAJOR-daily  veteran  looking 
^  for  a  minor-league  or  major-college 
baseball  beat  at  a  paper  that  values 
1  the  beat.  I  have  desk  skills,  too.  Call 
i  Joe  at  (630)  85 1  -6942,  or  E-mail  at: 

I  vezina@aol.com 

i  - 

;  EXPERIENCED  award-winning  editor/ 
j  writer  seeks  new  career  challenge  with 
specialty  publication.  Willing  to  relocate. 
(305)  891  -2595 


GERMAN-ENGLISH  TRANSLATOR  with 
experience  in  journalism  and  journalistic 
translation  seeks  freelance  work 
translating  newspaper  and  magazine 
articles.  Phone/fax:  (319)  835-3960. 

E-mail:  ajwitter@juno.com 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 

Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 


Positions  Wanted 
Advertisers 

For  quicker  placement,  you  can  Fax  or 
e-mail  your  Positions  Wanted  ad  along  with  your 
Visa/MasterCard/American  Express  card  number 

and  expiration  date. 

(212)  929-1259 
or 

E-mail:  mattw@mediainfo.com 
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staff  Change 

Continued  from  page  8 

world’s  largest  organization  of  journalists. 
Steffens  refocused  the  content,  redesigned 
the  magazine,  and  positioned  it  as  a  must- 
read  for  those  looking  to  identify  and 
make  sense  of  new  industry  trends.  For 
the  past  three  years,  Steffens  has  been 
executive  vice  president  and  chief  operat¬ 
ing  officer  of  Giles  Communications 
LLC,  a  leading  public  relations  firm  in 
White  Plains,  N.Y.  His  position  there 
included  direction,  content  and  editing 
responsibilities  for  magazines,  newsletters 
and  Web  sites. 

“This  is  personally  a  very  exciting  chal¬ 
lenge  and  opportunity,”  Steffens  says. 
“Like  virtually  all  of  us  in  this  business. 
I’ve  ‘grown  up’  reading  E&P  —  as  a 
■youngster’  in  college  and  in  my  first  few 
jobs,  religiously  reading  the  help  wanted 
classifieds,  to  tracking  industry  friends 
and  trends  as  my  career  expanded.  Having 
watched  the  changes  and  improvements 
that  Colin  and  Chris  initiated  early  in  this 
decade,  and  in  the  latest  redesign  spear¬ 
headed  by  Jim.  1  am  extremely  proud  to 
join  the  leadership.” 

Steffens  has  also  been  a  writer,  editor, 
speaker  or  specially  invited  participant  for 
the  American  Press  Institute,  the  Poynter 
Institute  for  Media  Studies,  Freedom 
Forum,  Society  of  News  Design  and 
National  Press  Photographers.  He  has 
judged  the  national  Sigma  Delta  Chi 
Awards  in  Journalism  and  the  annual 
international  SND  competition. 

A  graduate  of  Bowling  Green  State 
University  in  Bowling  Green,  Ohio, 
Steffens  received  a  bachelor  of  science 
degree  in  journalism  in  1971  and  was 
named  to  the  j-school’s  Hall  of  Fame  in 
1993.  He  is  49,  and  married  to  Martha 
Steffens,  executive  editor  of  the  Press  & 
Sun-Bulletin  in  Binghamton,  N.Y.  They 
have  three  children.  BIf 

Web  Revenue 

Continued  from  page  31 
Co.,  believes  that  special  packages  and 
participation  in  community  events  will  be 
key  in  building  its  site. 

The  hundreds  of  advertisers  they  have 
snared  “will  be  our  building  blocks”  to 
growing  the  product.  Meanwhile,  the  Post 
seeks  demographic  information  about  its 
users,  and  is  building  a  database  to  create 
a  “continuous  feedback  loop,”  Thompson 
said. 

The  Chicago  Tribune  successfully 
staged  an  online  promotion  with  its  “Beat 


Siskel”  contest.  Popular  film  critic  Gene 
Siskel  has  for  years  been  the  subject  of  the 
promotion  on  the  print  side.  The  contest 
was  launched  this  year  online,  and  drew 
28,(X)0  ballots,  with  80%  coming  from  the 
Internet  site,  from  50  states  and  72  foreign 
countries. 

The  Tribune  also  successfully  uses 
sponsored  chat  on  its  “Chicago  Online,” 
which  appears  on  America  Online,  partly 
owned  by  the  Tribune  Co. 

This  deal  only  came  after  an  “excruci¬ 
ating”  argument  between  the  advertising 
and  editorial  departments  over  crossing 
the  fine  line  between  journalism  and 
advertising. 

A  recent  example  of  the  business  model 
is  a  dialogue  between  a  Chicago  plastic 
surgeon  and  audience  members  over  sur¬ 
gical  options,  price  and  methods.  The  chat 
operated  like  a  support  group,  with  the 
doctor’s  opinions  and  advice  taking  center 
stage. 

In  order  to  assuage  the  editorial  depart¬ 
ment,  the  advertising  department  added 
disclaimers  to  the  chat,  that  the  views  are 
those  of  the  doctor’s.  In  the  first  week,  the 
doctor  received  60  e-mails,  and  has  since 
performed  surgery  on  one  chat-  room  par¬ 
ticipant. 

Meanwhile,  the  Los  Angeles  Times  also 
debated  the  church-state  issue  of  the  close 
proximity  of  editorial  and  advertorial  with 
its  sponsored  content  model.  After  finding 
success  with  sponsorships,  Carol  Perruso, 
general  manager  of  latimes.com.  penned 
several  tips  for  successful  sponsored  con¬ 
tent,  including;  Define  the  marketing  goal 
clearly,  define  a  very  targeted  audience, 
develop  promotion  plans  for  the  sponsor 
and  publisher,  assign  a  point  person  for 
both  sides,  create  a  reali.stic  budget  and 
maintain  editorial  integrity. 

“The  sponsor  and  publisher  should  be 
comfortable  with  the  content  integrity,” 
Perruso  said.  “[Otherwise],  people  won’t 
come  back  and  won’t  act  on  it.”  BIP 


Stone  teaches  New  Media  & 
Technology  at  Roosevelt  University  in 
Chicago  and  is  principal  of  Advanced 
Interactive  Media  Group. 

Shop  Talk 

Continued  from  page  62 
on  the  hospital  wall.  It’s  nearly  8  p.m.  He 
is  gone,  and  the  whole  tragic  portrait 
must  be  painted  for  the  next  day’s  edi¬ 
tion. 

I  see  a  cloudless  sky  where  a  single 
paratrooper  floats  lazily  to  the  welcoming 


I  see  the  learned  truth 
of  actual  events  —  the 
news  —  along  with 
the  acquired  truth  of 
my  own  life  where 
I  used  my  memory 
to  tell  an  honest  story. 

earth  of  the  Normandy  countryside  as  a 
crowd  gathers  to  commemorate  the  50th 
anniversary  of  D-Day  at  an  American 
cemetery  miles  from  Omaha  Beach.  And  I 
can  see  a  band  of  firefighters,  crying,  as 
they  carry  the  corpse  of  my  friend  —  Lt. 
Steve  Minehan  —  who  died  in  the  embers 
of  a  Charlestown  factory. 

I  see  a  dream  thick  with  victims,  punc¬ 
tured  occasionally  by  the  relief  that  arrives 
with  a  funny  story.  I  see  tears  and  laugh¬ 
ter,  a  thousand  coffee  shops,  kitchen 
tables,  rain-washed  .streets  at  midnight, 
patrol  cars  in  an  alley,  schoolteachers 
fighting  for  reading  programs.  1  see  the 
learned  truth  of  actual  events  —  the  news 
—  along  with  the  acquired  truth  of  my 
own  life  where  1  used  my  memory  to  tell 
an  honest  story.  Not  fiction.  Not  fabrica¬ 
tion.  The  facts  of  a  life.  But  clearly,  this 
cannot  be  done  any  longer  in  a  business 
intent  on  weaving  a  one-size-fits-all  suit 
of  standards.  Every  single  day,  good  jour¬ 
nalists  make  honest  mistakes  reporting 
news,  and  the  letters-to-the-editor  box  is 
swollen  with  complaints  about  inaccura¬ 
cies.  Does  this  mean  reporters  fail  to  grasp 
the  meaning  of  changing  standards?  Or  is 
it  simply  that  they  are  human? 

The  story  of  the  Shairs  family  was 
merely  one  small  example  of  the  humanity 
around  us.  And  it  is  what  I  tried  to  do  for 
25  years  on  these  great  pages  that  were 
part  of  my  wonderful  life  at  the  Globe. 


WSJ  Interactive 
raises  price 

The  Wall  Street  Journal  Interactive 
Edition  is  raising  its  annual  subscription 
price  to  $59.  from  $49,  beginning  in 
November,  according  to  Cnet  News. 

With  250,0(X)  subscribers,  the  service  is 
one  of  a  few  online  newspapers  able  to 
command  a  feed  for  news  content. 
Newspapers  mainly  offer  news  for  free, 
but  may  charge  for  archived  articles.  •• 
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B&?  SHOP  TALK  AT  THIRTY 


by  Mike  Barnicle 

Barnicle,  still  standing, 
detends  his  tacts,  career 

In  an  article  the  paper  refused  to  print,  unrepentant,  former  Boston  Globe 
columnist  says  his  work  wasn’t  fiction,  but  penalty  reflects  changing  standards 


The  following  is  what  Mike  Barnicle 
penned  as  a  farewell  to  readers  of  the 
Boston  Globe,  which  rejected  it  as  a 
column  and  as  a  paid  ad  (E&P, 
Oct.  3,  p.  6),  after  forcing  him  to  resign 
over  unsubstantiated  columns. 

For  25  years  I  was  a  columnist  at  the 
Boston  Globe.  My  employment 
ended  in  forced  resignation,  person¬ 
al  disbelief  and  professional  disgrace  last 
month  when  I  could  not  immediately  pro¬ 
vide  sources  for  an  October  1995  column 
that  included  the  reconstruction  of  dia¬ 
logue  1  had  not  actually  heard  directly. 

The  column  was  not  fiction.  It  was  not 
fabrication.  And  it  was  not  about  any  news 
event.  It  was  a  story  of  two  families,  each 
with  a  child  at  Children’s  Hospital. 

One  child  died  and  his  family  — 
already  crushed  by  grief  —  was  further 
devastated  by  economic  catastrophe.  In 
the  story,  the  wealthier  family  sent  a  sub¬ 
stantial  cash  gift.  This  sort  of  charity  and 
compassion  is  not  unusual  at  hospitals 
around  town. 

1  heard  it  months  before  the  column 
ran,  from  a  woman  who  had  worked  at  a 
couple  of  local  hospitals,  and  I  later  relat¬ 
ed  it  in  the  wake  of  the  O.J.  Simpson  ver¬ 
dict  —  not  as  a  news  bulletin  but  simply 
as  a  parable  —  thinking  it  offered  readers 
evidence  that  good  does  exist,  all  you  have 
to  do  is  look  for  it. 

Unfortunately  for  my  career  at  the 
Globe,  the  story  as  it  appeared  was  wrong 
in  several  aspects  —  the  year,  the  color  of 
the  children,  the  specific  illness;  kind  of 
like  what  happens  when  a  story  is  retold 
over  time.  The  root  might  be  firm,  but  the 
branches  thin  out  when  the  tale  is  ques¬ 
tioned  three  years  later  in  a  climate  of 
media  introspection.  But  it  wasn’t  news 
and  was  never  meant  to  be.  It  wasn’t  even 
that  unusual.  It  was  simply  a  true  story  — 
flawed  in  the  retelling. 

“But  it  is  our  story.  It  is  a  true  story,’’ 
Pat  Shairs  told  me  as  she  sat  on  the  back 
porch  of  her  gray  clapboard  house  located 


at  the  top  of  a  hill  overlooking  Springvale, 
Maine.  “It  is  what  happened  to  us.  It  is 
proof  that  God  will  always  prevail.” 

Pat  Shairs  is  44.  Her  husband,  George, 
is  50.  They  moved  to  Maine  after  their  son 
Joshua  died  on  a  crisp  fall  day  at 
Children’s  Hospital. 

The  loss  of  their  child  was  followed  by 
the  loss  of  the  husband’s  business,  then 
the  family  home  and,  finally,  bankruptcy. 

During  this  night¬ 
mare,  they  received  a 
check  for  $5,000  — 
not  $10,000  as  1  initial¬ 
ly  heard  —  from  the 
family  of  the  youngster 
who  shared  the  hospi¬ 
tal  room  with  their  son. 

The  Shairs  used  it  to 
establish  a  nurse’s 
scholarship  fund  in 
memory  of  their  little 
boy.  Pat  Shairs  told  this 
story  over  and  over  on 
radio  for  several  years 
during  WBZ’s  annual  holiday  fund-rais¬ 
ing  efforts  for  Children’s  Hospital. 

“A  lot  of  people  knew  our  story,”  Mrs. 
Shairs  told  me.  “And,  in  a  way,  Joshua  is 
still  having  an  impact  on  people  because 
this  story  is  what  happened  to  us.  It  is 
proof  of  God’s  goodness.” 

For  25  years,  I  attempted  to  offer  read¬ 
ers  a  fastball,  a  slider  along  with  an  occa¬ 
sional  change  of  pace  in  an  attempt  to  be 
a  one-stop  island  in  the  supermarket  that 
is  a  newspaper.  That  is  what  I  did. 

Most  of  the  time,  1  worked  off  a  hard- 
news  event  —  a  shooting,  a  scandal,  a  fire 
or  a  funeral.  Then,  I  would  employ  the 
reportorial  skill  needed  to  get  as  many 
facts  as  were  available  and  marry  them  to 
a  particular  point  of  view:  Mine.  Other 
days,  it  would  be  commentary,  a  simple 
opinion,  foolish  or  wise.  Always,  the  read¬ 
er  was  the  referee. 

And,  perhaps  once  or  twice  a  year,  I 
used  my  memory  and  experiences  to  tell 
true  stories  of  the  city:  things  that  hap¬ 


pened  to  real  people  who  shared  their  own 
experiences  with  me.  These  were  human 
beings  I  knew,  and  their  tales  represented 
the  music  and  flavor  of  the  time.  They 
were  stories  that  sat  on  the  shelf  of  my 
institutional  memory  and  spoke  to  a  larger 
point.  This  was  not  a  technique  I  invented. 
It  was  established  years  ago  by  other 
newspaper  writers,  many  of  them  more 
gifted  than  I,  some  of  them  long  since 
dead. 

The  hospital  story 
was  different  still.  It 
remained  in  my  mind 
for  months  until  I 
retold  it  just  as  I’d 
heard  it.  It  was  not 
news.  It  relied  on  emo¬ 
tion  to  make  the  point 
that  faith  and  compas¬ 
sion  can  flourish  even 
in  the  darkest  of 
moments. 

However,  today, 
reconstructing  dia¬ 
logue  and  being  unable  to  instantly 
“source”  a  1995  column  is  a  failure  to 
abide  by  present  standards  of  Journalism. 
The  punishment  for  my  mistake  is  perma¬ 
nent  banishment  from  the  place  where 
I’ve  spent  most  of  my  adult  years,  the 
Globe.  My  penalty  is  to  have  my  reputa¬ 
tion,  my  work,  my  life  —  private  and  pro¬ 
fessional  —  savaged. 

But  I  am  still  standing  and  proud  of 
what  I  produced  over  a  quarter  century. 
And  when  I  close  my  eyes  I  am  on  a  sec¬ 
ond-floor  landing  outside  the  Dorchester 
apartment  where  Emir  Quintana’s  mother 
is  beyond  consolation.  Her  only  child  is 
dead,  and  I  see  the  grieving  woman  hold¬ 
ing  his  picture  in  one  hand,  his  basketball 
jersey  in  the  other.  I  hear  the  noise  and 
clamor  within  the  emergency  room  at 
Massachusetts  General  Hospital.  1  see 
doctors  and  nurses  hurling  their  skills  at 
the  task  of  saving  the  life  of  a  Boston 
police  officer,  Tommy  Rose.  I  see  a  clock 
see  Shop  Talk  on  page  61 


This  technique  was 
established  years  ago 
by  other  newspaper 
writers,  many  of  them 
more  gifted  than  I, 
some  of  them  long 
since  dead. 
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